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Preface 


As its title indicates, this book covers the subject of retail advertising 
from the viewpoint of the hardware dealer, exclusively. It is this fact which 
differentiates the book from other contemporary volumes on retail publicity. 

The advertising needs of the hardware dealer are unlike those of any 
other retail merchant. Hence, it is obvious that no general treatise on retail 
advertising designed for all branches of retail trade can do full justice to 
the hardware dealer. 

The scope of the book, however, is not limited by its individual appeal; 
practically every ramification of the broad subject of retail advertising is touched 
upon. The hardware dealer may make profitable use of the information out¬ 
lined in each and every section. 

In conception and substance, this volume is unique. The object has 
been first to describe means and methods and then to illustrate their practical 
application by examples of the actual work of hardware dealers themselves. 

It is patent that when actual work, that has proven its merit on the firing 
line, is used to illustrate the methods outlined, there can be little doubt or 
theory as to the practicability of these methods. 

The experience of progressive hardware dealers throughout this country 
and Canada, covering a period of more than three years, is brought to a 
focus in Chapters XXXIV to XL. The advertising reproduced touches upon 
practically every article sold in the hardware store, and the individual com¬ 
ments enable you to analyze each piece of advertising, thereby bringing to 
light, in a clear, logical manner, the underlying principles made use of in its 
preparation. All the newspaper ads shown in this book have been reduced 
one-half in size so that they could be used in a volume of this proportion. 

This volume is written so as to take into consideration the requirements 
of all types of hardware stores. It will prove equally valuable to the hardware 
man behind the cross-roads store and to his brothers in the towns and cities. 

Burt J. Paris 

August, 1913 . 
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CHAPTER I 


Preparation of Ad Copy 

T HROUGHOUT this book we shall have occasion to use the word “ copy ” 
very frequently. We mean by copy the text matter or the “ wording ” 
of the ad. This is the accepted meaning of the word among advertising 
men. To the printer, “ copy ” means that which is to be “ set up,” including 
the text, border ornamentation and illustrations. It will be well for the hard¬ 
ware dealer to keep this distinction in mind, in his dealings with his printer 
and the newspaper compositor. 

COPY, THE VITAL FACTOR IN ADVERTISING 

Copy, more than any one other thing, perhaps, has been the means of 
enveloping the subject of advertising in a shroud of mystery. And because it 
is the most vital factor in all advertising, it is little wonder that retail hardware 
advertising in general is not producing results commensurate with the vast 
investment it to-day represents. 

GOOD COPY EASILY PREPARED 

Let the hardware dealer understand, at the beginning of this work, that 
the preparation of good selling copy is something within his easy reach. He 
need be neither a college graduate nor a literary light to write messages to the 
people that will make them buy his goods. If he but only knew that the force¬ 
ful advertising writers of to-day have long ago discarded any attempts at 
“ clever writing ” and dazzling rhetorical effects, he would immediately have 
more confidence* in his ability to produce good copy. Good copy does not 
consist of glib statements and cleverly distorted facts. Good copy is the result 
of an understanding of human nature and the article to be advertised. 

THE STUDY OF HUMAN NATURE 

Right here the hardware man may say to himself: “ To understand the 
goods I carry is simple enough, but how can I hope to master the philosophy 
of human nature?” It would be a stupendous task indeed, to comprehend all 
the ramifications of the human mind, but he need concern himself with but 
one phase of human nature—the fulfillment of desire, or in other words, the 
actions of mind which lead to acquirement or actual purchase. 
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It is obvious that the bare necessities of life are purchased as a matter 
of mere routine, practically no argument of mind preceding their acquirement. 
Immediately we go further we find that a purchase must be the result of a 
desire created. Our study of human nature concerns the ways and means to 
create desire strong enough to induce purchase. In creating desire there are 
two general restrictions to overcome: the limitations of income and unwilling¬ 
ness to part with money. The first condition is the most difficult to overcome. 
The installment plan of purchase was the first great step that swept away 
limitations of income. But the hardware dealer does not find it practicable 
to base his entire sales policy on the installment idea. For that reason his ads 
on articles that involve a considerable expenditure must be written to arouse 
desire to the highest pitch, because where income is limited, the process of 
selection enters. In other words, a person will buy that for which the strong¬ 
est desire has been aroused and the purchase of other things less desired will be 
necessarily foregone. 

The second restriction, unwillingness to spend money, is fostered by the 
habits of thrift characterizing the great middle class who represent the balance 
of purchasing power. Therefore desire must be strong to overpower this 
inborn habit of mind. 

A MISTAKE TO AVOID 

If the hardware man will bear in mind the comparative strength of these 
two conditions restricting the fulfillment of desire, he will avoid the great 
mistake made daily in hardware advertising: that of writing a stronger ad 
on an article easily purchasable than on an article whose purchase will tax 
the resources of most families. 

THE APPEAL TO THE HUMAN MIND 

Before desire can be created, a definite appeal must be made. The appeal 
of the ad is that which arouses desire. There are innumerable ways in which 
to appeal to human nature, but the hardware dealer has use for only a certain 
number which may be broadly classified as follows: 

1. The love of pleasure and enjoyment. 

2. The love of comfort, ease and convenience. 

3. The gratification of the senses of sight and touch. 

4. The love of appreciation and praise. 

5. The love of gain. 

6. The love of economy, saving and thrift. 

To enable the hardware man to gain a working knowledge of human 
nature sufficient for his purposes, we will treat briefly the nature of each of 
the appeals. 
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No. i. The Love of Pleasure and Enjoyment. Everyone likes to enjoy 
himself and most people will spend money for things that will afford them 
pleasure. Take for instance, outdoor, sports. If the delights of tennis, golf, 



Delirious Coffee ererjr Morning 

md atwsT* d>« < with 

Rochester Percolator 


announcing 

BLUEBELLE 

THE NEW ENAMELEDWARE 


If new colors in millnery and other 
dress accessories, why not occasional¬ 
ly in KITCHEN UTENSILS? 

Introducing this week the new and 
beautiful 


W. H. Briggs Hardware Co. 


BLUEBELLE 

Enameled Ware, thus adding still an¬ 
other to the attractive lines already 
shown here, this store greatly 
strengthens its Importance as a dis¬ 
tributor of high grade Kitchen Ware 
BlueBelle ts new' * Juft now on the 
market - the latest achievement, the 
final product of skill and experimen¬ 
tation.. It's the last word in enamel 
ware making and the best one. 

Blue and white? Vcs. ail while In- 
side, the exterior being a dainty Mend 
of blues. It’s nothing like the old 
tlmey plded ware youv'e grown so 
weary of. It’s altogether DIFFUlfJrT. 
Just what you'd expect from Its name. 

PRICES, fluch less than you’ve paid 
for the old styled mottled ware. 

QUALITY We want every housewife 
to see it and will give 144 drinking cups 


A LITTLE more time to 

aT md aad net. u a 07log need ia the 
avenge home. Too lilde thought it given to 
the number of boors spent by the mother 
every day. cooking sad baking end denting 


A Jewel Ftreless 
Cook Stove 

•H cm those hows in two. It will take, 
roast sod boil without attention, the number 
of utensil* will be redoced to e minimum, and 
what there are. are pure alumiaum—eesy to 
chan. 

Then no one's appetite is spoiled by the 
smell of cooking food*, because the odors, 
sun ply minute particles of the food itself, stay 
where they belong, within the cooker.' Really 
you've never tested perfect cooking unless 
you've eaten a meal cooked ha a modem 
firataw stove, li^#thc Jewel. 

The Jewel is all aluminum lined, and is 
equipped with iron radiators, and pure alum¬ 
inum utensils. We have a tpecia) price chit 
spring on the new $ 21 . Vcompartmedt Jewel. 


a 6LUEBQ.U drinking cup Co every 
School Clrl or boy who will call at our 
store 00 Friday afternoon April 14th 
between the hours of j and 5 o’clock. 
Only 144 lo he given sway 


hunting, etc., are pictured in an ad, the reader will have a greater desire to 
participate in the sport and buy the necessary equipment than he would if the 
ad were simply a matter-of-fact description of sporting paraphernalia. 
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In featuring a coffee percolator, many hardware dealers dwell upon its 
construction. In this, they fail to gauge human nature accurately. The real 
appeal is the love of pleasure—the delight of well-made coffee. (See Fig. i.) 

No. 2. The Love of Comfort, Ease and Convenience. To illustrate this appeal, 

take the fireless cooker. This device will 
lessen the labor of cooking to a marvelous 
extent. Therefore the main appeal must be 
directed to the love of ease and comfort. See 
Fig. 2. The kitchen cabinet enables the 
housewife to have her working equipment 
at her finger’s end. The appeal then should 
be based on the love of convenience. 

No. 3. The Gratification of the Senses of 
Sight and Touch. This is a broad appeal and 
can be used in featuring a great variety of 
articles. People like the things they buy to 
look neat and presentable. See Fig. 3. The 
sense of touch plays an important part in the 
selection of many articles. For example, take 
kitchen knives. The shapes of some handles 
are such that it is a pleasure just to hold 
them, while others are so unwieldy that people 
will not buy them. Here the appeal of touch would be strong. 

No. 4. The Love of Appreciation and Praise. The appeal can be used 
effectively in presenting articles that lend to the attractiveness of the home. 
See Fig. 4. It is a well-known fact that many people desire beautiful home 
equipment largely for the effect it will have on 
others. In furniture ads, for instance, this 
appeal would be especially strong. A great 
deal of delicacy is required in presenting this 
appeal, however, and it should be accomplished 
by inference rather than by bald statement. 

No. 5. The Love of Gain. This is the 
appeal to the bargain instinct. It should, of 
course, be the main appeal of the special-sale 
ad. This is perhaps the strongest appeal that 
can be made to the human mind. Its over¬ 
powering strength is perhaps best demonstrated 
by the success of those who make a business 
of promoting shady schemes of various sorts. 
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ad chopper* cf *r*d el arson price*. 

$1.00 and Upwards 
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Hardware Co. 
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Fig. 5. 
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No. 6 . The Love of Economy, Saving, and Thrift. This appeal is related to 
the love of gain, though it does not savor of the “ something for nothing ” idea. 
People buy ash-sifters to save coal, food-choppers to economize on table 
expense, new refrigerators to cut down their ice bill, certain makes of lawn 
mowers because they wear longer, etc. See Fig. 5. 

ANALYSIS MUST PRECEDE ACTUAL WRITING 

Before attempting to write an ad, you should carefully analyze your 
article. 

Your analysis of the article or articles to be advertised should be complete. 
Set down every advantage the article possesses over other articles of its kind. 
Put down every selling point. A selling point of an article is any quality or 
attribute of the article that will make it a desirable thing to possess. 

This analysis is important, but it is easily worked out. The real test of 
the writer’s advertising sense is his ability to discern the right elements of 
appeal, and which one should be brought out strongly. This power of dis¬ 
cernment is nothing less than salesmanship, the ability to put down on paper 
what a salesman would say to a prospective customer. So it will be seen that 
successful copy calls for the practice of the selling ability which every merchant 
possesses, rather than “ fine writing.” 
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CHAPTER II. 


Illustrations and Engravings 

T HE primary purpose of an illustration is to aid the copy in presenting the 
article to the reader. The illustration really does much more than 
this. A good cut sets off the ad from other ads and the reading 
columns of the newspaper. Further, a cut 
often explains certain features that would be 
difficult and sometimes impossible to describe 
in the copy. (See Fig. 6.) The illustration 
possesses great value as an eye-catcher. The 
newspaper ad, booklet or circular without an 
illustration is very apt to be forbidding in 
appearance, thus discouraging the reader at 
the start. Of course it is possible to design 
a very attractive ad without a cut, but it 
is an advertising axiom that the ad with the cut 
stands a better chance of being read that the 
ad which depends entirely upon type display. 

ABUNDANT MATERIAL FOR ILLUSTRATION 

The hardware dealer is particularly fortunate in having a great diversity 
of articles which he can illustrate effectively. In fact, there is no reason why 
every one of his ads cannot be illustrated to great advantage. 

AVOID THE "EYE-CATCHERS” 

In selecting illustrations, he should be 
careful to avoid those which are termed “ eye- 
catchers.” An “ eye-catcher ” is an illustration 
which has no direct bearing on the article 
advertised, its sole purpose being to arrest 
attention. (See Fig. 7.) Such cuts may attract 
attention, but they rarely secure interest. 

An illustration, to be effective, must not 
only possess attention value, but must interest 
the reader sufficiently to induce him to read the 
text of the ad. 

6 



Do You Shave? 

Try one of our Safety 
Razors, and gel a clean 
comfortable shave. 

The newest and best. 
Easy to shave with, 
easy to strap and easy to 
buy. 

Price SI.50. 

BARTOW HARDWARE CO. 


Fig. 7. 
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GET ACTION IN YOUR ILLUSTRATIONS 

A very important point to bear in mind in choosing an illustration is the 
fact that cuts which show the article in use possess 
more value than simply an illustration of the object it¬ 
self. Fo r instance, supposing you were illustrating a 
sporting goods ad featuring tennis equipment. The. most 
effective cut would be that shown by Fig. 8 rather 
than that shown by Fig. 9. The one vividly suggests 
the delight of the sport while the other does not. In 
illustrating some of the smaller articles of hardware, 
it is sometimes not practicable to introduce the element 
of action for the reason that if the article were shown 
in use, its size would be too small to be effective. This 
is illustrated by Fig. 10. Here the pliers are shown up strongly. If they 
were shown in use, the drawing would have to be executed very carefully to 
show the reader the subject of the ad at a glance. 

In choosing from the cuts furnished him, the hardware dealer should be 

governed by the considerations we 
have outlined and many times he 
will find it to his advantage to 
have cuts especially made for him. 


Fic. 10. 


ARRANGEMENT A DETERMINING FACTOR 

Illustrations depend largely upon arrangement for their maximum effective¬ 
ness. It is never a good plan to surround a cut closely by type matter or 
borders. It should have plenty of white space to set it off. A study of Figs. 
11 and 12 will be an object lesson in the value of white space. Careful cut 




Fig. 9. 
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arrangement will also economize space, 
the cuts has saved space. 


KEEP FLIES 



& M. Donnell, HiSSS* White House. 


Fig. ii. 



Note in Fig. 13, how the position of 



If It's A Cun You Want 
-We Have It- 



HOME KUNE HARDWARE M. 


•O OOVTM DOMTM STOUT 



Fig. 13. Fig. 12. 


SIZE OF AD MUST GOVERN ITS ILLUSTRATION 

The size of the ad should govern its illustrative features. A 2- or 3-column 
5-inch ad, for instance, should carry but one or two illustrations. The effect 



Fig. 14. 
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when more are crowded in may be seen by referring to Fig. 14. The exceptions 
to this rule are special-sale ads where it is necessary to show a number of cuts 





Hughes Bros/ Weekly Hardware Sale 

Open Saturdays Till 10 P. M. 

Special Prices for Saturday Only 


Mop Wringer 

Complete with 12-qt. Wftlte 
Pine Wood Pnll, fitted with 
two galvanised iron hoops: 
Maple wood rollers and 
steel foot AO* 

rest .. a.vOC 


Breast Drill 


Has ‘ patent nickel plated 
jaws retaining chuck :‘change¬ 
able ateel ball bearing gear 
with cog locking catch; grip 
adjustable to 8, 10 ft 4 Q O 
or l^-lncb sweep. V I ■570 


Bench Screw 

Wrought iron' japanned, dou¬ 
ble thread; bar 12 lucher 
long ; plain hickory OOa 
handle 


Emery Stone 

Carpenter’s Combination Em¬ 
ery Oil Stofta: one '-aide 
coarse, the other ft he ; AOn 
7 in. long, 2 ip. wide .COG 


vise 

Hardened and poMshed 2 H- 
Inch Tool Steel Jawa, 
inch steel sliding bar, screws 

Softie.... <Jtt.Q 9 . 


Anvil and Vise 

Can he damped or screwed 
to bench; Jaws open 2 inches; 
a&VU face and jaws JtQjs 

•polished .. “w v 


Auger Bits 

Six bite In varnished slide tld 
wood box; each bit different 
size; all A R A 

Tegular .. ........... U U v 


Spade 

Neck Socket Spade, forged Irom 
one piece good steel Dhandle 
regular Hayburd OQa 

Pattern 


drape bruit Knife 

Hitidv fUr Curved steel blade highly 

Xianay oar tempered carefully ground; 

Pleven Inches long, %-Inch in 4 % inches long; scale tang 

diameter; made of tool steel; ebony handle; Just the knife 

33-rt£T.,....13 c S? .-19c 

Wishing to reduce our 6tock of Double Barrel Bnotguos we 

will -make snodal kltschnot of 26 per, cent oq samo, moat 
of, which ere L. C. Smith, Parker. Remington and LeFever, 
hammer and hammer less guns, : Prices ranging from 


$ 12.50 

$ 65°00 


1213-1S Walnut 


411 Westport Ave. 


Fig. i5. 


to complement the many articles featured and ads laid out in department 
store style, listing a great diversity of merchandise. Figs. 15 and 16 show 
these two types, 
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ENGRAVING 

So that the hardware man may select his illustrations with more surety 
we will discuss briefly engraving methods. 

We will confine ourselves to newspaper illustration, for in this form of 
advertising, cuts must be chosen with great care in reference to their actual 
printing qualities. 



Fig. 16. 

In other forms of publicity, like booklets, folders, circulars, etc., the 
dealer can make use of practically any kind of cut, dependent on the expense 
he desires to incur in the actual printing. 

Newspapers are printed on the cheapest kind of paper and usually at high 
speed. Consequently any engraving which demands care in printing will not 
show up to good advantage in the newspaper. 
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CHARACTERISTICS OF LINE ENGRAVINGS 

The great majority of newspaper cuts are line engravings. (See Fig. 17.) 
A line engraving or zinc etching, as it is sometimes termed, is the photographic 
reproduction of lines, dots, or masses of uniform 
depth or color. Therefore it does not require fine 
paper and fine printing to reproduce it clearly. 

Each line, dot, or mass stands out in relief on 
the line engraving, so that even on blotting paper 
the engraving will produce a clear impression. Of 
course, if a line engraving has too many closely 
related lines, it will be apt to fill up with ink. 

HALF-TONE ENGRAVINGS UNSUITED TO 
NEWSPAPER WORK 

A half-tone is a very different kind of 
engraving. The process of making a half-tone 
will show clearly why it is unsuitable for 
newspaper use. The subject to be engraved is photographed, like the line 
engraving, only it is photographed through a “ screen,” or in other words a 
glass plate on which are lines ruled in opposite directions, the number of which 
vary, in different screen plates, from 50 to 400 lines per inch. The effect of this 
screen is to break the rays of light into separate, square beams that make square 
dots on the negative. When a positive of this negative is made on a sensitized 
sheet of polished copper and this positive is etched by an acid bath, the original 
subject is reproduced on the surface of the copper in small square dots, which 
express every variation of tone that exists in the original. The finer the screen, 
that is the closer the dots are to each other, the deeper the tone contrast. But 
the finer the screen, the better must be paper and printing to bring out the tone 
variations. Hence a 65-line screen half-tone is suitable for cheaper paper and 
a 150-screen half-tone for the best grades of stock. Some newspapers can 
print a 65-line half-tone very fairly, but as a general rule it is unsafe to depend 
upon half-tones for newspaper work, for the cheap paper does not reproduce 
clearly all the little fine dots, because its surface is not sufficiently [hard and 
the ink fills up the spaces between the dots and blurs the impression. 

CONCLUSIONS 

From this it will be seen that the hardware dealer should use line engravings 
in practically all of his announcements. If he uses a half-tone, as is sometimes 
necessary when he desires to reproduce a photograph of a person or place in 
his ad, he should be most careful to specify to the engraver 65-line screen, as 
with any screen above this, he is simply taking a chance on good results. 






Fig. 17. 
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Syndicate Cuts 

“YNDICATE cuts” and “stock cuts” are generic terms applied to 
illustrations which are made up in quantity and featured to fit any line 
of retail trade. Such a claim leads logically to the conclusion that 
syndicate cuts fit no particular line. 

With very few exceptions, syndicate cuts come under the classification 
of “ eye-catchers,” which style of illustration is referred to in Chapter II, 
page 6. 

The familiar method of placing syndicate or stock cuts on the market is 
by means of a catalog usually issued by some engraving house. From this the 
hardware man can choose those that come nearest to fitting his business. 

THE "COMIC” STOCK CUT 

Within the past year or two, however, a 
new method of preparing stock cuts has been 
originated and the plan, though wrong in prin¬ 
ciple, seems to have found favor among many 
dealers. Fig. 18 illustrates a stock cut, the 
product of this new plan. It will be seen that 
a well-known artist has used a once famous 
comic supplement character to carry along a 
series of general hardware headings. As far as 
actually tying up to the ad is concerned, these 
illustrations go the plain stock cuts one better. 
But they depend upon the comic delineation for 
effect and people soon tire of the repetition and 
moreover, the purchase of hardware supplies is 
far from being a humorous proceeding. They 
and others of their kind are to be studiously 
avoided. 

STOCK CUTS NOT A PROFITABLE INVESTMENT 

The whole subject of syndicate cuts may be summed up briefly: these cuts 
rarely reflect the spirit of any hardware ad, and for this reason the progressive 
hardware man would do well to eliminate them with one exception, from his 
advertising. 

12 
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This exception is in the case of small stock cuts showing the smaller 
articles of hardware, in outline drawings. These cuts will be found useful 
in preparing sale ads and department store ads where a great variety of small 
articles must be shown. A great many of these articles do not possess sufficient 
individuality and are too small to require special drawings. In such instances, 
the stock cut is simply an identification and is not studied by the reader as a 
help in deciding purchases. 


MANUFACTURER’S READY-MADE ADS 


Variety in advertising style is most essential and there is no more satis¬ 
factory way for the hardware man to vary 
the general appearance of his publicity than 
by the use of ready-made ads furnished him 
by the different manufacturers whose products 
he carries. 


WHAT A READY-MADE AD IS 

Ready-made ads, as they are termed, are 
simply complete ads, in electrotype or matrix 
form, of a size suitable for use in local papers 
(see Fig. 19). A space is left in the plate for 
the insertion of the local dealer’s name, so to 
all intents and purposes, the ad is the work of the dealer himself. 



Fig. 19. 


jemibc Ibc thing for ibai * 
*cw granary m 


READY-MADE ADS REPRESENT SPECIALIZATION 

Ready-made ads are valuable not only for their different view-point, 
but for the thoroughness and 

. .. versatility with which they treat 

RUBEROID: separate products. It is obvious 
ROOFING: that a manufacturer knows every 
angle of his proposition thor¬ 
oughly, so that his ready-made 
ads are perhaps better presenta¬ 
tions of his product than any 
advertising the dealer could pre¬ 
pare. So when it is desired to 
feature certain specialties, no 
better method could be found 
than the use of the manufac- 
Fig. 20. turer’s own ads. Note Figs. 20 
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Fig. 21 . 
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and 21. Fig. 20 is the dealer’s version, and Fig. 21 is the way in which the 
manufacturer presents his product by means of the ready-made ad. Fig. 21b 
the stronger ad. 

Ads furnished by manufacturers not only excel in copy, but also in illus¬ 
tration, and the dealer can run many a striking ad that would entail quite a 
little expense on his part, were he to duplicate its effect. 


IMPORTANCE OF THE “ FILL-IN' 


Ready-made ads should 

KUN KUTTER' 

LAWN 
MOWERS, 
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Fig. 22. 

greater ease, fof the ready- 
special lines. 


be “ filled in ” very carefully. That is, the local 
signature should be so set in the electrotype as 
to give the impression that the whole ad was 
prepared by the dealer himself. This effect b 
desirable only because the dealer’s name carries 
more weight, locally, than does the manufac¬ 
turer’s signature. Fig. 19 shows a ready-made 
ad filled in properly. Fig. 22 shows the wrong 
way to do it: in this case the reader knows it 
is an ad prepared for the dealer to which he has 
simply attached his signature. 

TWO IMPORTANT ADVANTAGES 

Aside from toning up your advertising, the 
use of ready-made ads will relieve you of con¬ 
siderable ad-writing on special articles. If your 
stock of ready-made ads is small, write the 
manufacturers. By getting together a supply 
of these ads, you will be enabled to plan 
an advance advertising campaign with much 
■made ads should take care of the featuring of 
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Advertising Types and Borders 

T HE style in which an ad is “ set up ” by the printer has a great deal to 
do with its final effectiveness. A carefully designed ad accomplishes 
two distinct purposes: it gains attention and makes the actual reading 
easier. To the hardware man who is not quite convinced of the importance of 
type display, we would recount the story of the two salesmen. One salesman 
was a very fair talker and dressed neatly and in good taste. This salesman 
invariably made a good first impression through his immaculate appearance, 
and this lent weight to his arguments. The other salesman was a far better 
talker, but a man who was careless in his personal appearance. Whenever he 
talked, his appearance went far to discount his statements, and many sales 
that should have been his by virtue of superior presentation went to the sales¬ 
man who made the better appearance. This illustration is by no means a 
modem fable, but a thing that is occurring every business day. 

TYPE DESIGN A MODERN ART 

An ad is merely salesmanship on paper. No matter how well written 
it may be, if it is given a careless display, it can never reach its maximum 
efficiency. Types and borders have been brought to a high state of perfection, 
and for a reason—the reason being that people know and appreciate differ¬ 
ences in the appearance of ads. They may not know what style and size of 
type has been used; they may not know the underlying reasons for a certain 
style of type arrangement, but they do sense the effect as a whole. They know 
when an ad is inviting in appearance and when it is not. 

ACQUIRING A WORKING KNOWLEDGE OF TYPES 

So it behooves the hardware dealer to devote some of his attention to 
type display. He need not study printing, but there are certain fundamentals 
in type selection and display arrangement with which he should be familiar.' 

First, he should acquire a working knowledge of several styles of modem 
advertising display type so that he may specify these styles in his advertising. 
He should also study the characteristics of these type faces. Certain types, 
by their very appearance, create impressions in the reader’s mind that might 
not be achieved by the best copy. For instance, a type style known as Gothic, 
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shown in Fig. 23, is a heavy, black, square-looking type. This and similar 
type faces create a feeling of strength and solidity. For this reason, it is a 
good type to use in featuring the heavier articles of hardware. The sub¬ 
conscious impression of strength gained from the type itself will be reflected 
in the reader’s judgment of the articles listed. 
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Fig. 23. 
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Supposing, on the other hand, you desire to create a dainty effect with 
type in advertising, say chafing dishes. Look at Fig. 24. Here the outline 
type face is in keeping with the spirit of the ad. 

Seven very effective advertising type faces may be listed as follows: 

Caslon Bold 
Cheltenham Bold 
De Vinne 
Bookman 
Jenson 
Gothic 
Caslon 

If the dealer will familiarize himself with the general appearance of these 
seven styles he will have acquired some practical knowledge of modem type 
design. To assist you in identifying these styles we print herewith one line of 
each style. 

Type Design is a Modern Art 

“Thi* U Culon Bold" 

Type Design is a Modern Art 

"This it Cheltenham Bold" 


Digitized by <^.ooQLe 




ADVERTISING TYPES AND BORDERS 


17 


Type Design is a Modern Art 

“This is De Vinne” 

Type Design is a Modem Art 

“This is Bookman” 

Type Design is a Modem Art 

“This is Jenson” 

Type Design is a Modern Art 

“This is Gothic” 

Type Design is a Modern Art 

“This is Caslon” 

Under each line will be found the name of the type. Look over the ads shown 
in this book and endeavor to identify the type used in each case. It will be 
excellent practice. 


HARMONY IN ADVERTISING DISPLAY LINES. 

One very important point that should be observed in specifying type 
to the printer is to indicate that the same style of display type be used through¬ 
out the ad. This insures harmony of design and gives the ad a more inviting 
look than if a jumble of display faces were used. If more than one style is used, 
instructions should be given to have the different styles as closely related as 
possible. 

THE POINT SYSTEM OF TYPE MEASUREMENT 

In order that the hardware dealer may intelligently indicate type sizes 
to the printer, this brief explanation of the point system of type measurement 
is given: 

In printing, a point is Vr in. Thus when a type is spoken of as being 
io or 12 points high, it means that the type body is H in. or If in. high, and 
likewise for all sizes of type. 

But a fact that must be kept in mind is that the face of the type is not 
always of the same height as the body, although when designating a type to 
be so many points high, the height of the body is meant. This will be made 
clearer by examining the word “type” shown below: 

i 

| Type 

The above is set in 24-point type. The rule shows the height of the type 
body, the “ T ” is the height of the type face. 

Note that the “ y ” and “ p,” or drop letters, extend below the other 
letters in the line. This is why the actual height of the type face is somewhat 
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smaller than the height of the type body—it is necessary to leave a space to 
provide for these drop letters. 

You will soon become accustomed to making allowances for these drop 
letters, so that you will be able to judge accurately the size of type, enabling 
you to specify the correct sizes for your ads. 

Display types are usually cast in the following sizes: 6, 8, io, 12, 14, 18, 
24, 30, 36, 42, 48, 54, 60 and 72 points. Allowing about one-fourth of the 
height of the type body for drop letters, you will be able to figure approxi¬ 
mately in inches the height of the face of any size. 

For instance, take a 48-point size. Allow one-fourth or 12 points for drop 
letters and you have 36 points, or 41 in., or 5 in., which is the approximate 
height of the type face. Any size may be figured in this way. 

This explanation should give you a clear idea of display type and assist 
you materially in specifying attractive settings for your ads. 

CHOOSING THE “BODY” TYPE 

For the “ body ” or reading matter of an ad, it is best to use a type face 
known to printers and advertising men as “ Old Style Roman.” Many hard¬ 
ware ad-writers think that if they use the smaller sizes of display type for 
the body of the ad, a bolder display effect will be secured. This is wrong. 
The light Roman face forms a strong contrast with the heavier display faces 
and a more readable effect is secured than if the whole ad were set in heavy 

display type. In other words, all emphasis is no 
emphasis. 

Another important reason for using Roman 
type for the body of the ad lies in the fact that 
this is the type most easily read. It is really 
the type to which the eye is most accustomed, 
for both newspapers and magazines use it in 
their reading columns. 

BORDERS 

Borders may be divided into two groups for 
the convenience of the reader. The first group 
will comprise the rule or plain borders; the second, 
the designed or fancy borders. A border serves 
to hold the ad together as a frame completes a 
picture. A good rule for the hardware adver¬ 
tising man to keep uppermost in mind is: to use 
Fic. 25. a rule b6rder on an ad containing an illustration 
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and a fancy border on an all-type ad. Figs. 25 and 26 show how effectively 
this axiom works out in actual practice. 

UNLIMITED EFFECTS POSSIBLE WITH BORDERS 

Rule borders can be arranged so as to form a multiplicity of designs. Often 
the effectiveness of a cut will depend upon the manner in which the border 
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is arranged. Illustrations, as a general rule, should never be closely surrounded 
by either border or type matter. To show how the border may be made 
to complement the illustration see Figs. 12 and 13. Then note Fig. 11 and 
see how the effect of the illustration has been nullified by poor border and 
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type arrangement. The hardware man need not study the form and appear¬ 
ance of borders, so much as the manner of arranging them. In the matter 



Fig. 27. Fig. 28. 


of arrangement, a little study will enable him to produce original and 
artistic effects in border arrangement. Figs. 27 and 28 show unusual border 
treatment. 
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CHAPTER V 


Newspaper Display Principles 

M UCH has been and is being written on the subject of preparing effective 
newspaper copy, yet how little practical information is to be had 
concerning the setting of the ad. In the final analysis, the layout, 
or the manner in which the ad is presented to the eye, must be considered of 
first importance. 

WHERE GOOD COPY FAILS 

To be sure, the copy convinces the reader and produces the sale, but the 
most carefully written copy may be greatly hindered from making its impres¬ 
sion and even rendered inefficient by a display that fails to attract the eye. 

An ad to be effective must first gain its audience, and in the newspaper 
the sole means of accomplishing this is through the medium of attention-compel¬ 
ling display. In this fact lies the real reason for the inefficiency of a vast amount 
of newspaper publicity. Many and many an ad is judged on the merits of the 
copy alone, whereas the display played the most important part in deciding 
the pulling power of the ad. These are facts which have been demonstrated 
by experienced advertising men and which any hardware merchant can soon 
prove to his satisfaction. 

KNOW YOUR DISPLAY ELEMENTS 

Display elements are as many and varied as are the mediums of publicity. 
In the poster, for instance, the chief problem is the most attractive distribution 
of colors and shades. In the painted sign, the size and arrangement of letters 
play the most important part. The magazine page, the street-car card, the 
catalog each presents its own individual display problem. Here, we deal 
only with the newspaper page. The display elements of the newspaper page 
may be said to' comprise three distinct colors—black, gray and white. 

The black, as will be seen by referring to any newspaper, is represented 
by heavy borders, display type and dark-appearing illustrations; the gray is 
furnished principally by the light-faced body type composing the text of most 
ads. Lightly drawn cuts or half-tone illustrations also present a gray appear¬ 
ance. The white is, obviously, the blank portions of the newspaper page. 

Becoming familiar with these three newspaper display elements is the first 
step in preparing effective display arrangements. A correctly designed news- 
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paper ad presents these elements in correct proportions, thereby first com¬ 
pelling the reader’s attention and making it easy for the eye to read the announce¬ 
ment throughout. 

A PRACTICAL DEMONSTRATION 

To demonstrate the proportioning of display elements note the two plans 
of display represented by Figs. 29 and 30. 

The shaded lines represent the gray color, which is formed by the small, 
light-faced body type. The black lines inside the border represent lines of 
display type. These drawings closely represent how the display elements 
appear to the eye at first glance over the newspaper page. From them can be 
realized more forcibly the importance of not allowing any one element to pre¬ 
dominate over the others. 



Fig. 29. Fig. 30. 


Note that Fig. 29 contains too much black, or, in other words, too much 
display type, a fault very common in newspaper display. This is because 
many advertisers believe that the more black display type that they can crowd 
into their space the more prominent will be their ad. This is absolutely wrong. 
The most effective display is that in which the three display elements are so 
proportioned that they help accentuate each other. 

In Fig. 30 there is sufficient gray to contrast with the black and white, 
and sufficient white to throw out the black. In Fig. 29 the predominance 
of the black obscures the gray and the white fails to emphasize and throw out 
into relief the black because there is so much of it. The result is that this 
display instead of being prominent is lost in the general gray and black appear¬ 
ance of the newspaper page, while the display shown by Fig. 30, being properly 
proportioned, is at once attractive and easily seen. The use of too much white 
space will give the ad a weak, disconnected appearance, and too large an 
amount of gray unbroken by display lines overbalances the display plan, and, 
of course, makes difficult reading. 
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CONTRAST THROUGH SURROUNDING ADS 

There is another factor that plays an important part in securing attractive 
display. It is the appearance of the surrounding ads on the newspaper page. 

We will now pass on to the various types of ad composition found in the news¬ 
paper, and point out how these surrounding ads can be made to contrast with 
and therefore accentuate the prominence of an individual display arrangement. 

To secure the maximum of display effectiveness it is necessary to go further 
than properly proportioning the display elements in the ad itself. The ad 
must not only be properly proportioned in itself, but it must be so planned 
as to contrast as a whole with surrounding ads. This double working out of 
a plan of display makes certain of any individual ad securing first attention 
on the page, even in spite of considerable difference in size. You will admit 
that this is an end worth striving for. 

To begin with, we will consider tie newspaper page as a whole. As a rule 
it will either present a heavy, dark appearance or have a grayish look, due 
respect vely to heavily and lightly displayed ads. The primary step, then, 
is to examine the page of the newspaper on which your ad appears. If the ads 
surrounding your own present a dark appearance then you will use a light display 
and vice versa. This is the most important contrast—the contrast of color. 

A WINDOW-DISPLAT PRINCIPLE PARALLELED 

The next step is to note the shape of the surrounding ads. If most of 
them are single-column ads, you will secure the important contrast of shape 
by using double-column space. To make use of a simile, it is like standing, 
say, 20 oblong boxes on end in your store window and then laying one of them 
on its side. It will be easily seen that this contrast of shape is even more 
important than a contrast of size; of course this in a reaspnable degree. 

FURTHER OPPORTUNITY FOR CONTRAST 

After contrast has been seemed through color and shape, the ad can be 
still further accentuated by a contrast of cut and border arrangement. If 
the surrounding ads have square-cornered borders (and they usually do) then 
make yours round-cornered. Or, if heavy borders are much in evidence, you 
should use a light fancy border or no border at all. 

In the matter of cuts there is much opportunity for contrast. The cut 
in the average ad is usually closely surrounded by type matter. Make your 
?ut stand out by allowing it plenty of white space, and by breaking the border. 
Refer again to figures 12, 13, and 25 and note how the illustrations attract 
the eye at first glance. Fig. 13 contains plenty of reading matter for an ad of 
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its size, yet the type has been kept away from all but one side of each illus¬ 
tration. 

If the hardware dealer will make the most of the points outlined in this, 
and also in Chapter VI, he will find his ad the most prominent announcement, 
size considered, on the newspaper page. 
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CHAPTER VI 


Making the Layout 

I N the preceding chapter the elements entering into a well-displayed 
ad were outlined in detail. In this chapter will be pointed out the 
process of making layouts embodying these elements so as to convey 
clearly to the printer the effect desired. 

PRELIMINARY STEPS 

Before starting to make a layout, it is well to have a preconceived idea 
of the plan of display. The only reason for making the layout is to convey 
to the printer your idea of an attractively set ad, just as the plans of the 
architect show the builder his (the architect’s) idea of a beautiful structure. 

If you have read carefully divisions (a) and ( b ) of this section, you have 
a very fair idea of the proper proportioning of display elements as well as some 
familiarity with type styles. Combining this knowledge with observation of 
attractive ads that come to your notice, you will find little difficulty in indicat¬ 
ing to the printer plans of display that will go a long way toward making your 
advertising profitable. 

DISPLAY SHOULD NOT BE LEFT TO THE PRINTER 

The chief reason for poor-appearing newspaper ads is because the display 
arrangement is left to the printer. Even should the printer’s ideas of display 
be correct according to modem usage, he has not the time to work out a dis¬ 
play for each ad, with the result that little attention is paid to how the matter 
is arranged. 

BUT FEW LAYOUTS REQUIRED 

The making of the layout is neither a long nor a tedious process, as will 
be shown; neither is it necessary to make a new layout for each ad. After 
you have drawn up a few attractive layouts, number them, and when sending 
the printer your copy from time to time, instruct him to follow the style of the 
layout you indicate. In this manner several layouts will answer for a con¬ 
siderable length of time. 

Some merchants use one style of setting continuously. The advantage 
of doing this is that your ad soon becomes a fixture in the newspaper and is 
easily located by the reader. Others make a practice of clipping attractive 
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ads they notice in their newspapers, trade papers or magazines and sending 
them to the printer with their copy, instructing him to follow the style of the 
clipping. 

MAKING THE LAYOUT 

Your layouts need not be carefully drawn, but they should plainly indicate 
various important points. 

First: The size of space should be shown in inches and columns as is 
done on the sample layout shown by Fig. 31. A single newspaper col umn is 



Get A Vulcark 
Odorless Heat 


£00b 


ware 



13 picas or 25 inches wide; double column, 263 picas or 4§ inches wide; triple 
column, 40 picas or 6§ inches wide; and four column, 533 picas or 8$ inches 
wide. Some newspapers run 133 pica columns, but the majority use the 13 
pica column. So if your ad is 5 inches, double column, as was the sample 
layout before reduction, you will rule a space 5 inches high by 45 inches wide. 


Digitized by v^ooQle 




MAKING THE LAYOUT 


27 


The second step is to indicate the position of the cut or cuts, if the ad is 
to be illustrated, by either pasting in proofs, as we have done in the sample 
layout, or indicating the approximate space the cuts will occupy. 

Third: Name style of border you wish used and indicate how you desire 
it placed—whether run all around the ad or broken for cuts as shown in the 
sample layout. 

The fourth step is to indicate the size and style of display type, roughly 
lettering in or writing the lines to show where you wish them placed. Note 
in the sample layout there are used a two-line heading, a one-line center display,. 
two-line firm name and address and a price display at close of bottom portion 
of the copy or text. Next indicate the size type desired for the body of the ad 
and show where body or text of ad is to be placed by indicating square or oblong 
spaces as has been done in the sample layout. 

DETERMINING SIZE OF COPY SPACES 

To ascertain the dimensions of these copy spaces, count the number of 
words in your copy and refer to the following tables which show the amount 
of space required for a given number of words in various sizes of type, either 
set solid or leaded; that is, type lines set together without any leads or 
separating strips of metal and type lines separated with leads 2 points or 
inches in thickness. For instance, supposing your copy contained 126 words. 
By referring to Table I you find that 126 words occupy approximately 6 square 
inches of your space set in 10 point type set solid or 4 square inches set in 8 
point solid or 8 square inches set in 12 point solid. If you wish the matter 
“ leaded ” or opened up with 2-point leads refer to Table II. As the leads 
occupy some little space you find that your copy space area is increased. For 
instance, 126 words set in 10 point leaded occupy about 8 square inches, or 
about 6 square inches in 8 point leaded , or about 12 square inches set in 12 
point leaded. The figures in these tables are based on matter having few, 
if any, paragraph breaks, When paragraph breaks occur often, more especially 
when set in wide measure, fewer words will be required to fill a givenJspace. 
After a little practice, you will instinctively know about how much copy to 
furnish for a given space, though it is best to rely upon the tables thereby 
being as accurate as possible in your estimates. This accuracy will make a 
considerable saving in your newspaper space as you will know just how much 
matter to furnish for the space you are using thereby preventing overrunning 
or increasing of space to fit copy. 
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Table I 

SHOWING APPROXIMATE NUMBER OF WORDS IN A SQUARE INCH 

Type Lines Set Solid 


NUMBER OF WORDS IN A SQUARE INCH 


SIZE OF 


TYPE 

I 

2 

4 

6 

8 

10 

11 

14 

16 

18 

20 

22 

24 

26 

28 

30 

32 

34 

36 

5 -POINT 

69 

138 

276 

414 

552 

690828 

966 

1104 

1242 

1380 

1518 

1656 

1794 

1932 

2070 

2208 

2346 

2484 

O-POINT 

47 

94 

188 

282 

376 

470 

564 

658 

752 

846 

940 

1034 

1128 

1222 

1346 

1410 

1504 

1598 

1692 

8-point 

32 

64 

128 

192 

256 

320 

384 

448 

512 

576 

640 

704 

768 

832 

896 

960 

1024 

1088 

1152 

9 -POINT 

28 

56 

112 

168 

224 

280 

336 

392 

448 

504 

560 

616 

672 

728 

784 

840 

896 

952 

1008 

I O-POINT 

21 

42 

84 

126 

168 

210 

252 

294 

336 

378 

420 

462 

504 

546 

588 

630 

672 

714 

756 

12 -POINT 

14 

28 

56 

84 

112 

140 

168 

196 

224 

252 

280 

308 

336 364 

392 

420 

448 

476 

s °4 


Table II 

SHOWING APPROXIMATE NUMBER OF WORDS IN A SQUARE INCH 
Type Lines Leaded—2-point Leads 



If you desire any words or lines in the copy set in heavy-faced type, simply 
underline them and write “ boldface ” in the margin. 

As outlined in Chapter V, leave plenty of white space in the ad; don’t 
crowd copy against] border or cut. When copy is divided into separate 
portions, each portion should be marked with a letter and the copy squares 
in the layout marked as has been done in the sample layout, so that the 
printer will know where to place each portion of the copy. 

FORCEFUL DISPLAY ASSURED 

Upon finishin g these indications, you will have drawn up a layout that 
■will be intelligible to any printer and which will insure your ad an effective 
setting. A little practice will enable you to make these rough layouts easily 
and quickly. 
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CHAPTER VII 


Proof Reading 

B EFORE finally passing on any ad, folder, booklet, or other form of 
printing, the hardware man should see proof. In the case of the news¬ 
paper ad one proof is all that is usually needed unless there are so many 
corrections that a revise would seem imperative to make sure of things. 
With the folder or booklet, however, two or more proofs may be necessary. 
The first proof sent by theprinter is generally a galley proof of all the matter 
sent him. When this galley proof is returned to him with the necessary cor¬ 
rections, he then makes up the type in page form and sumbits this new proof. 
Should this prove O. K. the printer can go ahead without further waiting. 
But if there are a great many errors in this page proof, it is better policy to 
request a revise rather than trust that every correction will be taken care of. 
Only in this way can you be absolutely certain to eliminate serious errors. 

TYPE COMPOSITION IS COSTLY 

Type composition whether done by hand or by machine is rather costly 
to begin with; but when on top of the initial cost comes much alteration in 
the proof, the expense is greatly increased. 

For example, a word or two introduced into a sentence or taken out of it 
may make necessary not only the overrunning of a whole sentence, but in some 
cases of an entire paragraph. By overrunning we mean that the sentence or 
paragraph would have to be completely reset. It is, of course, obvious that 
this is simply doubling the cost of composition. 

CORRECTING PROOF AND SAVING MONEY 

Extra corrections, of course, such as revisions of copy or additions to the 
original matter, must be paid for by the dealer. Should changes be necessary, 
they should be made in the first or galley proof. The cost of alterations is least 
when made in the first proof and most when made in the page or final proof. 
When it is necessary to add to or take words from a sentence they should be 
compensated for by eliminating or inserting other words near by, to obviate 
extensive overrunning. 

It is generally best to make corrections in ink. If the ink used is in con- 
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trast with the color of the printed proof, the time of the compositor will be saved, 
as he can thereby see at a glance the alterations indicated. Marks made with 
lead-pencil are very apt to become blurred and indistinct. 

To mark proof intelligently so that the printer will know exactly what 
•changes and alterations you desire, it is important that you be f amili ar with 
the marks of correction used by proofreaders. These marks will not only 
save you time in correcting proof, but will insure careful correction on the part 
of the printer. 


PROOFREADER'S SIGNS 

Following is a complete list of proofreader’s marks in general use to-day. 
While these marks vary slightly in different offices, any printer will readily 
understand the meaning of those which are shown. 


jh. Transpose 

/ c. Lower case or small letters 
Change to Roman 
Change to italic 
5 Take out and close up 
A Make correction indicated 
in margin 

r\ Logotype, as, ff, ffi 
•s.C. Small capitals 
CoLf»*. Capital letter 

Insert apostrophe 
Vtxiy Insert quotation marks 
Q Insert period 

*/ Insert comma 

>/ Insert semicolon 

:/ Insert colon 

/=/ Insert hyphen 

l-l Insert dash 

/?/ Insert interrogation point 
/// Insert exclamation point 
/» Is this correct? 

••••/ Placed under words or sen¬ 
tences signifies “ Retain ” 


Retain crossed out 
word or letter 
Omission; see copy 
Make no break in reading 
S Take out 
/// Correct the spacing 
// Line up; make parallel 
W.-j- Wrong font of type 
S Straighten lines 

No paragraph; often 
written run in 
¥ Paragraph 
9 Upside down 
# Insert space 
Less space 
O Close up 
C Move to left 
D Move to right 
n Raise to proper pos’tion 

l_i Lower to proper position 

O Indent line one em 
X Push down space 
X Type battered; change 


A wrong letter in a word is noted by drawing a short perpendicular line 
through it, alongside which, in the margin, the right letter is written. In the 
of whole words, the word is simply crossed out by a horizontal line and the 
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correct word written in the margin opposite. A diagonal line is used to separate 
two or more corrections occurring together. 

When a cut is improperly placed in the text matter, that is, is upside down 
or lying on its side, it is customary to indicate its proper position by such expres¬ 
sions as: “Reverse Cut,” “J turn to the right,” “ \ turn to left,” as the case 
may be. 
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CHAPTER VIII 


Newspaper Advertising 


DISTRIBUTION OF APPROPRIATION 


(1) Time distribution. 

(2) Media distribution. 

(3) Departmental distribution. 


T HE preparation of forceful announcements does not constitute the sum 
total of effective advertising. The hardware man must conduct his 
publicity along the lines of a general plan or schedule determined in 
advance. At the beginning of each new year he should decide: (1) the amount 
of money to be spent during the year for advertising of all kinds; (2) how much 
is to be spent in each of the twelve months; (3) in what mediums it is to be 
spent; (4) how much is to be spent on each department or on each section of 
stock. 

DETERMINING THE YEARLY APPROPRIATION 


The amount of money to be spent during the year must, of course, be 
determined by the individual himself. We would advise the hardware man 
who is satisfied with a slow but steady business growth to take as a basis of 
calculation the amount spent for advertising during the year just ended. If 
his business does not show a slow and steady growth, then the amount he is 
spending for advertising is either insignificant compared with his sales or else 
there is a woeful waste in copy or distribution. If he desires to rapidly 
increase his annual sales, then, he must figure on an amount substantially in 
excess of his present appropriation. 

It will probably take some little time and effort to figure the cost of your 
year’s advertising, but it is a thing that should be done, just as you should 
have installed the cash register, and did. 

The lack of a cash register caused leaks that could not be located. The 
lack of a prearranged advertising plan causes waste in your publicity that 
is difficult to detect. Figure up your newspaper and printing bills and know 
what you have spent for advertising during the year. 


ADVERTISING AND SALES COMPARISON 

After you have found out your expenditure for the year, study it. Compare 
it with the total amount of your sales for the year. If the advertising expend- 
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iture bears a fair relation to the sales, plan to spend an amount slightly in excess 
of the figure. If the amount you have spent seems too small in comparison 
with your net earnings, the wisest thing you can do is to increase it, for the 
retailer is not doing business on large capital and must turn over his capital 
many times during the year. Advertising has been proven to be the best means 
of insuring a rapid turn-over of capital. 

MARGIN FOR EMERGENCIES 

• In planning your appropriation for the year, you should make allowance 
for what is termed by advertising men a margin for emergencies. It is seldom 
the case that any advertising plan—no matter how skillfully thought out— 
can be rigidly adhered to. 

Conditions may arise that will necessitate a heavier expenditure in some 
months than was provided for in the original schedule; or perhaps in some 
other months, less advertising is done than was anticipated. As a general 
rule, these variations offset each other, but your appropriation should be large 
enough to cover expenditures which are not looked for, but are usually punctual 
in turning up. For example, supposing you have decided to spend $3000 for 
the year’s advertising. Your plan then should not dispose of more than 
$2500, leaving $500 to meet any emergencies or to take advantage of any unusual 
opportunity. 

TIME DISTRIBUTION OF EXPENDITURE 

After you have decided on the amount you intend to spend during the 
year, the first step to take is to work out the time distribution of appropria¬ 
tion, or, in other words, what per cent of your total appropriation you intend 
spending during each month. 

This is one of the most important phases of an advertising campaign. 
The merchant who does not take it into consideration and give it the most 
careful study is at a decided disadvantage with his competitor who does. 

Time distribution is not guess work—it must be based on your actual 
monthly sales. 

This brings up the question of when it pays best to advertise: when 
business is naturally dull or when it is naturally brisk. 

WHEN TO ADVERTISE HEAVILY 

One argument is that advertising is a stimulant for brisk trade at a time 
when everybody is inclined to buy. For instance, just before Christmas, it 
would seem best to advertise heavily to capture a proportionate share of the 
holiday business. On the other hand, it seems reasonable to believe that as 
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everybody Intends to buy Christmas presents whether the dealer advertises 
or not, he might as well save his money and buy advertising when business 
is lagging, when it needs a tonic. 

Both arguments present good points, but it will be safer for the hardware 
man to follow the practice of experienced advertisers, which is to advertise 
heavily when conditions are iavorable for business and to cut down when 
trade becomes dull to an expenditure just sufficient to keep their goods before 
the public, and to keep their salesmen fairly busy. 

• 

CONSULT TOUR SALES LEDGERS 

It is not a difficult matter for the hardware dealer to decide what per¬ 
centage of his business was done in each month of the previous year. His 
books should show this in dollars and cents. He will be planning safely if 
he distributes his advertising over the twelve months in about the same pro¬ 
portion, except that it would be well to favor the weak months to some extent. 

For example, supposing your books show that your business, month by 
month of the previous year, was proportioned as indicated by the following 
table: 

January 8% May 7% September 8% 

February 9% June 5% October 10% 

March 10% July 5% November 12% 

April 8% August 6% December 12% 

ALLOWING FOR FIXED STORE EXPENSES 

As your fixed expenses, such as salaries, rent, insurance, etc., are the same 
in June as in December, it becomes apparent that if the percentage of business 
in these two months could be more nearly equalized, it would be advantageous. 
Following out this idea, you might plan your time distribution of advertising 
as follows: 

January 8% May 8% September 8% 

February 9% June 6% October 9% 

March 10% July 6% November 10% 

April 8% August 7% December 11% 

These tables are simply assumed for the sake of illustration. They might 
fit one hardware business in one part of the country, and be absolutely wrong 
for another elsewhere, but the basic principle of time distribution remains 
the same for every business. 
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MISTAKES IN TIMING ADVERTISING 

The hardware man should bear in mind several very important facts in 
distributing his appropriation. He knows that in the busiest season trade 
comes easily and therefore he should realize that while returns from good 
advertising are immediate and tangible, it is bad policy to advertise too heavily 
and thus draw more people to the store than can be profitably handled. Too 
often have we all observed this condition where the retailer had no working 
plan of distribution. And stores crowded and jammed drive away many 
customers. The advertising should only be sufficient to keep the store com¬ 
fortably full. Then again, the hardware man should not be too ready to cut 
down his expenditure in dull times, for money spent in dull-season advertising 
is far from being wasted. It makes the busy seasons busier through giving 
the store publicity, so that when the public is ready to buy, it will go to the store 
it knows best. 


THE SELECTION OF MEDIA 

Assuming that the dealer has decided upon the amount he will spend 
for the year and has worked out his time distribution based on the two tables 
we have shown, he should next consider where the appropriation is to be 
expended. The hardware dealer has four general advertising media to con¬ 
sider—the newspapers, street cars, outdoor display and supplementary adver¬ 
tising, which includes booklets, folders, circulars and store publications. 

INFLUENCE OF VARYING LOCAL CONDITIONS 

Just what percentage should be spent in each medium depends upon 
individual local conditions. For instance a dealer in a western farming com¬ 
munity, having to contend with strong mail-order competition, would do well 
to use the bulk of his appropriation in supplementary advertising and outdoor 
display, while a hardware man located in the city would find the newspaper 
his greatest advertising medium. Two other considerations affect media 
distribution and should be carefully looked into. These are first: the character 
of the population as regards reading habits, and second, the relative value of 
such local media as newspapers, street cars and outdoor display. For example, 
in some outlying districts where farmers pass daily along the routes of travel, 
outdoor display would be a big factor in the dealer’s advertising campaign, 
while in more congested centers the value of outdoor display would be far less. 
Then again some newspapers are decidedly strong in their local influence and are 
read eagerly, while others are glanced over in a perfunctory manner and are of 
little real value to the advertiser. 
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ESTIMATED MEDIA DISTRIBUTION 

An average media distribution for the city hardware dealer would work 
out as follows: Newspapers 70 per cent; supplementary advertising 20 per 
cent; street cars 5 per cent; and outdoor display 5 per cent. Such a distribu¬ 
tion throws the bulk of the advertising into the newspaper, where logically it 
should be, for the newspaper reaches effectively the greatest number of buyers 
at the lowest possible cost. 

For a dealer in a fanning community we would recommend the following 
proportion: newspapers 60 per cent; supplementary advertising 30 per cent; 
outdoor display 10 per cent. We have here eliminated the street car and 
applied the 5 per cent to outdoor display, as street cars are more effective when 
they are the chief means of local travel. 

DEPARTMENTAL DISTRIBUTION 

The final plan to be worked out in the distribution of your yearly appropria¬ 
tion is what is termed departmental distribution by department stores. It 
is obvious that you should spend more advertising stoves than kitchen cutlery, 
yet a failure to properly proportion advertising in relation to stock is mainly 
responsible for the poor results of many a local campaign. 

METHODS OF DEPARTMENT STORES 

Department stores have reduced departmental distribution to almost 
an exact science. Let us take a brief glance at their methods. The department 
store allots a certain space in the newspaper ad to each department. The 
size of this space is in direct relation to the size and importance of the depart¬ 
ment itself. Hence, the department store never makes the fatal mistake of 
giving to an insignificant department as much space as would naturally be 
required by a large department. 

Every department is carefully watched. Just as soon as sales begin to 
slacken and drop below normal in any department the space for that depart¬ 
ment is increased and kept increased until the department recovers its normal 
status. Thus the advertising for the whole store is almost automatic in adjust¬ 
ing itself to departmental needs and regulating the sales. When it is desired 
for one reason or another to feature a certain department its space allotment 
is increased, thereby jumping the sales of that department. 

That this space regulation is so generally used by department stores and 
is so uniformly efficient in its results should be of the utmost significance to 
every hardware dealer. 
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SECURING A COMPETITIVE ADVANTAGE 

It shows the enormous competitive advantage to be gained by depart- 
mentizing the hardware store as advocated by Hardware Age. For a dealer 
who has his store departmentized may apply department store advertising 
methods with surprising effectiveness. His sales will be under what could 
be termed practically absolute control. A departmentized store enables him 
to watch his total sales in sale units and to make his advertising echo the figures 
on his sales book. 

For example, the sales records of a departmentized hardware store show 
daily just where any departmental weakness lies, enabling the dealer to make 
quick shifts in his advertising. In no other way do such weaknesses come 
o the surface for observation so often and so quickly. 

PLANNING DEPARTMENTAL DISTRIBUTION 

Departmental or stock distribution of appropriation should be planned 
ahead, allowing plenty of leeway for changes and shifts that are bound to be 
necessary. In allotting his space the hardware dealer should of course be 
governed by his sales, to a great extent. For example, if he is located in a 
farming community, then he must spend more on advertising farm equipment 
than he would on some city requirement. 

The following table shows a general departmental distribution for a hard¬ 
ware dealer located in the city: 


Mechanic’s tools and mill supplies. 10% 

Cutlery. 5% 

Builder’s hardware. 5% 

House furnishing goods. 30% 

Farm and garden equipment. 10% 

Sporting goods. 15% 

Paints, oils, varnishes . 20% 

Heavy and shelf hardware. 5% 

While the dealer located in a farming area would more likely arrange his 
departmental distribution in this manner: 

Mechanic’s tools and mill supplies. 5% 

Cutlery. 5% 

Builder’s hardware. 5% 

House furnishing goods. 25% 

Farm and garden equipment. 30% 

Sporting goods . 5% 

Paints, oils varnishes. 20% 

Heavy and shelf hardware. 5% 


Digitized by 


Google 



















38 


HARDWARE ADVERTISING FOR THE RETAILER 


WORKING OUT THE SCHEDULE 

You may think to yourself about at this juncture: “How am I to make 
certain that my advertising is coinciding with my prearranged schedule if 
I do not prepare my advertising in advance?” This is easily answered. After 
you have consulted your sales records and determined just what you are having 
the most call for and also what stock sections you would like to boost to greater 
sales, you will know just what per cent of your appropriation you desire to 
spend on each department. Then simply change the percentages into actual 
money, as you already know how much you intend to spend for the year in 
newspapers. Change the money allotted to each department into inches of 
newspaper space, for you know what you are paying for your newspaper ad¬ 
vertising. Divide this space for each department by the size of your regular 
newspaper space and the result will be the number of ads that should be run 
for each department. Now you can schedule the ads to run at any time you 
desire. And you can cut your regular space by one-half or one-third and run 
as many more ads on each department. 

AN ADVANCE SCHEDULE NOT ESSENTIAL 

While it is best to lay out a year’s schedule in advance for guidance, you 
can get along very comfortably by entering up each ad you run under its proper 
department. This enables you to keep track of how much space is being 
devoted to each general department, so that you may more closely follow 
your schedule. 

Follow out the same general idea in scheduling your supplementary 
advertising, car cards and outdoor display. In the matter of outdoor display, 
however, you need not pay so much attention to departmental distribution, 
for announcements on bill boards and by painted signs should be inclusive in 
their nature, featuring the store as a whole. 
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Buying Newspaper Space 

A FTER you have decided upon the amount you will spend in news¬ 
papers for the year, your next step is to mate your newspaper 
contract. 

A great many dealers are not buying space on contract for a number of 
reasons. Perhaps the chief reason is that they do not know in advance just 
what they are going to spend and so do not care to tie themselves to any 
contract. Another reason is that they believe they are paying about the 
same amount month to month as they would have to pay by contract. Still 
another reason is that their yearly appropriation falls short of the minimum 
contract space requirements. 

So by these and other similar reasons, hardware dealers all over the country 
are actually losing a vast sum that could easily be saved by a little forethought. 

Knowing your total newspaper appropriation, the next thing to do is to 
determine the amount you are going to spend in each newspaper. Of course, 
in the small towns this is not necessary, for usually there is but one newspaper 
to use. But where there are several to be used, rates, circulation and adver¬ 
tising value all must be carefully weighed. 

GETTING A LINE ON YOUR NEWSPAPERS 

The morning papers are most likely to be read by business men and their 
wives—people who have the leisure to read a newspaper before beginning the 
day’s work. Morning newspapers generally have quality of circulation but not 
quantity. Their subscription price is apt to be higher than that of evening 
papers and their street and stand sale is smaller. They are good papers in which 
to feature the higher-priced articles of hardware, and unless their circulation 
is very small, are superior to evening papers for this class of advertising. 

Evening papers are generally read by the working class and by busy house¬ 
keepers who have no time to read morning papers. Evening papers usually 
have a greater circulation but a lower quality. Their subscription price is 
usually lower than that of the morning papers and their newsstand and street 
sale much greater. Evening papers are best for the staple lines of hardware. 
Of course these conditions may be just the reverse owing to the strength 

of the paper or to its political advocacy. Where the morning paper has the 
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largest circulation, it will be found to be either a superior paper in make-up 
or an advocate of the predominating political belief. However, these are points 
that are apparent on the surface. 

The hardware man is familiar with the strength and weaknesses of his 
local papers and he, himself, would be the best judge of their respective merits. 

HOW MANY NEWSPAPERS TO USE 

In deciding whether or not to use more than one paper the dealer must 
be guided largely by the amount of his newspaper appropriation. It is better 
to make a strong showing in one paper than a weak showing in several. And 
further, he can make a contract to better advantage if he uses a fair amount 
of space in one paper rather than a small amount in more. Of course if two 
or more papers in a town have proven valuable mediums, perhaps the better 
policy for the dealer with limited appropriation would be to use them alter¬ 
nately and forego the saving that would be made by making one contract. 
Since this policy might prove very successful, increased sales would then offset 
the loss in buying space. 


THE NEWSPAPER CONTRACT 

A contract between publisher and advertiser should contain in writing 
these six important stipulations: (i) The total amount of space contracted 
for in inches or lines; (2) if it is a minimum fixed space, the frequency of 
insertions: whether daily, every other day, twice weekly or once a week; (3) 
the special position of the ad, provided a special position is desired; (4) the 
rate; (5) the discounts in the case of a yearly line contract with a large paper, 
whether for space or insertions or both; (6) the terms of payment. 

Before going further it would be advisable for the reader to give some 
little study to Chapter X, which explains some newspaper terms used in this 
chapter. 


MAKING CONTRACTS THAT SAVE MONEY 

In order that the hardware dealer may understand the saving possible 
in making newspaper contracts based on the total amount of space he will use, 
we reproduce and analyze rate cards of three newspapers in three towns of 
varying size. 

In the smaller towns and villages where the newspaper is published weekly, 
the rates are more flexible and generally speaking no long-term contracts are 
needed to secure an advantageous rate. All the advertisers stand on about 
the same footing. 
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Fig. 31a is a sample rate card showing the rates quoted by a newspaper 
of 17,000 daily circulation in a city of 67,105 population. It will be noticed 
that the card quotes both space and time discounts. The discount is for either 
separately, not both, as in the case with some papers, especially those in larger 
cities. Note also that the advertiser will be “ short-rated ” on uncompleted 
contracts. This means that is the advertiser contracted for 3500 lines at the 
card rate of 2§ c. per line and used only 2500, he would have to pay the 1000 
line or short term rate, which in this case is 3 c. per line. 


DISPLAY ADVERTISING— Run of Paper 


Display Rates —Transient, 

Time Rates —Space to be used with- 

6c. per agate line, run of paper. 

in One Year. 

Display Rates —Space to be used 

Minimum Space, 14 lines. 

within One Year 

Once a week, 52 times, 3c. 

1,000 lines 3c. 

Every other day, 156 times, 2Jc. 

3,500 lines or 250 inches, 2|c. 

7,000 lines or 500 inches and over, 

2jc. 

Every day, 312 times, 2jc. 


Rates will be charged on uncompleted contracts on the basis of this 
card for the space used. 


Position next reading is per cent advance. Full position 25 per cent, 
advance- 


CLASSIFIED ADVERTISING 

One cent per word in advance. Ten cents per line if charged. No Advertisement less than 

25 cents. Six words to line. 


READING AND LINE NOTICES 


Pure Readers and Political Notices 30 cents per line 

Legal and Official Business.15 cents per line 

Birth, Death, and Marriage Brevities .50 cents each 

Telegraph Readers 50 cents the line 


Fig. 31a. 


According to this rate card, positions are charged for extra, 15 and 25 per 
cent respectively for position next reading matter and full position. 

Supposing for instance the hardware dealer has decided to spend $125 
in this one paper for the year. Referring to the time rates quoted he finds 
that he will have to run at least 14 agate lines or one inch per day for one year 
to obtain the minimum time rate. Such a schedule would not be apt to adapt 
itself to his plans, as he would naturally desire to decrease his ads in dull times. 
In fact this time rate is usually made to apply solely to foreign advertisers who 
run small ads frequently without changing the copy. In this instance the time 
rate at 3 c. represents only 52 X14 lines or 728 lines as compared with the 1000 
lines necessary to secure the 3 c. display rate. 
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MINIMUM RATES EFFECT GREAT SAVING 

So the hardware man turns to the display or space rates on the card. To 
obtain the minimum display rate he must use 7000 lines within the year. At 
2j c. per line this would amount to $157.50. As his appropriation for the 
paper is but $125, he must either increase this amount to obtain the min¬ 
imum rate or pay the 3500 line rate, which as the card shows is 25 c. At 2§ c. 
his $125 would buy 5000 lines or 2000 short of the minimum requirements. 
This same amount of space at the mini mum rate would cost him $12.50 less, 
as he would be paying but 2\ c. per line instead of i\ c. Many times the dealer 
can by a little shifting—reducing the space in this paper and increasing space 
in that one—take advantage of these minimum rates. If the dealer were using 
three papers his saving through securing minimum rates could easily amount 
to $50 or $100 and more, depending upon the size of the papers. 

This dealer, who appropriated $125 for the newspaper represented by Fig. 
31a, might find that his appropriation for another paper was in excess of the 
amount required for a minimum rate. By shifting this surplus to his $125 
appropriation it could no doubt easily be run up to $157.50, or the amount 
necessary to secure the minimum display rate of 2^ c. per line. If full posi¬ 
tion were desired 25 per cent would have to be added, making the total amount 
$196.88. 

His 7000 lines may then be used in any way he desires provided it is all 
used within the year, otherwise he would pay the 3500 line rate of 25 c. He 
could run a 5-inch ad 100 times—a 10-inch ad 50 times, or any combination 
of sizes he desired. During the summer months he could drop down to 5 
inches a week, increasing the space in the fall. 

THE PRACTICE OF REBATING 

Some newspapers make a practice of rebating; that is, if the dealer con¬ 
tracted for 3500 lines for the year and actually used 7000, the publisher would 
allow him a rebate for each line of space used, equal to the difference between 
the 3500 line rate and the 7000 line rate. But the publisher is not bound to 
so rebate unless the contract requires it. If provision can be made for such a 
rebate in the contract, it would be well to include it, provided the advertiser 
thinks there is any possibility of his earning it. Every special agreement 
should be written in the contract and not left to a verbal understanding. 

Fig. 32 is a sample rate card showing the rates quoted by a newspaper of 
4500 daily circulation in a city of 31,508 population. This card is much sim¬ 
pler to work out than the one shown by Fig. 31a. Rates are quoted on number 
of inches used, as the line rate in at least one instance would be but a fraction of 
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one cent. Here, as in Fig. 31a, the rates are quoted on run of paper, next to 
reading matter and full position. In a smaller paper, the rim of paper rate 
is apt to prove a good investment, as the smaller sheet is not so crowded as 
the larger daily and the dealer is more likely to get a better position day after 
day, at a much less cost than if he specified a position. 


DISPLAY ADVERTISING—RATES 


Inches 

Run of 

Next 

Full 


Paper 

Reading 

Position 

1 to IOO 

15c 

16c 

18c 

101 to IOOO 

12 

14 

I 5 


Composition 5 cents per inch extra. 

Agency Commission 15 per cent. Cash, 15 days 2 per 
cent. 

Reading Notices—Rates. 

Among Pure Reading, in Body Type—5c. per count 
line.—6 words to line. 

In Display Space—Highest Display Rate plus 5c per 
inch for composition. 


Classified Department—Rates. 

Wants, For Sale, Agents, etc.—One cent per word per 
insertion. Thirty words or less, three times, 50c.; 
one week, $1; per month, $3. Agents commission 
15 per cent. No order accepted at less than 25c. for 
single insertion. 


Fig. 32. 


HOW ONE INCH SAVES $2.88 

Supposing the dealer were to make a contract with the newspaper repre¬ 
sented by this rate card. Up to ioo inches he would have to pay a run-of- 
paper rate of 15 cents per inch; 100 inches would cost him only $15, so in this 
he should most certainly overrun 100 inches to reduce his rate to 12 cents 
per inch. For 101 inches, one more inch than 100 inches, would cost him 
actually less than the amount he would have to pay for 100 inches, to be exact, 
only $12.12. At the 12-cent rate, his $15 would buy 125 lines. 

This is another instance where many hardware dealers lose money by 
not figuring their rate cards carefully. For example, a small dealer who desires 
to use 80 or 90 inches in his local paper fails to realize that by using a few inches 
more he can buy the larger amount of space actually cheaper than the smaller 
am ount. 
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CHARGE YOUR COPY 

It will be noticed that this rate card lists a charge of 5 cents per inch for 
change of copy. Such papers are fast disappearing. The tendency is at 
present to help the advertiser make his ad profitable and frequent changes of 
copy; are encouraged. The dealer who continuously runs the same copy in 
order to save the bother or cost of changing it is surely “ penny wise and pound 
foolish.” 

This rate card offers 2 per cent for cash, which still further reduces the 
total cost of a contract. 

RATE CARD OF A METROPOLITAN DAILY 

Fig- 33 is a sample rate card showing the rates of a metropolitan daily 
of large circulation. Note the multiplicity of position charges. Aside from 
full position and next reading, there are listed five other separate positions. 
Different charges are made for different pages. 

The hardware dealer would have to spend a considerable sum to earn a 
space discount on such a paper. Of course in a smaller metropolitan city like 
Newark, N. J., Albany, N. Y., Des Moines, Iowa, etc., this amount would 
be cut down by a fifth and less. But the general method of charging would 
remain about the same. 

“FULL COPY” DISCOUNT 

Metropolitan dailies generally offer what is termed a “ full copy ” discount. 
This is in addition to space and cash discounts. This discount is described 
in detail on page 48, Chapter X. 

The hardware dealer who is making contracts with metropolitan news¬ 
papers should keep in mind the full copy discount and endeavor to equalize 
his space in the different papers he uses so as to earn this discount in addition 
to his space and time discounts. 

ADVANTAGE OF A FIXED POSITION 

In papers of large circulation a fixed position for the ad is very desirable. 
Such papers are usually crowded with advertising, but when an ad, even a small 
one, occupies the same position day in and day out, readers have no difficulty 
in locating it, and that particular space in the newspaper becomes identified 
•with the advertiser. 

The specified position will cost a little more than run-of-paper, but results 
will justify the extra charge. 
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General Advertising Rates 

’[Daily and Sunday 


Agate 

Line 

Run of paper.$ .40 

Designated inside page other than oppo^ 
site editorial, second or third page.. .45 

Sporting page.45 

Title page of sections.45 


Agate 


Line 

Second page.$ .50 

Third page.50 

Last page.50 

Page opposite editorial.60 


Position Charges 

Daily and Sunday 


Extra charge for all general advertising 
requiring position. Classified advertising 
to secure position must pay general run of 
paper rate plus position charges. 

Positions may be ordered at following rates in 
addition to regular run of paper rate: 

Top of column next reading, 25 cents a line 
additional.- 

Top of column, next reading, 2d, 3d, dr last 
page, 45 cents a line additional. 

Top of column, next reading, page opposite 
editorial, 50 cents a line additional. 
Top of column, 15 cents a line additional. 
Top of column, 2d, 3d, or last page, 35 
cents a line additional. 

Top of column, page opposite editorial, 40 
cents a line additional. 

Next reading, 5 cents a line additional. 
Following reading, 10 cents a line additional. 
Following the next reading, 15 cents a line 
additional. 


Bottom of column, 5 cents a line additional. 

Bottom of column, surrounded by reading, 
25 cents a line additional. 

Designated page, 5 cents a line additional, 
except second, third, last or page opposite 
editorial. 

Page opposite editorial, 20 cents per agate line 
additional. 

Second, third or last page, 10 cents per agate 
line additional. 

Sporting page, 5 cents per agate line addi¬ 
tional. 

Title page of sections, 5 cents per agate line 
additional. 

Advertisements to secure position must be 
at least 28 lines in depth. Top of column 
and top of column next reading, at least 
42 lines. Next to reading or bottom of 
column at least 14 lines. 

No advertisement accepted for editorial page. 

Position charges not subject to time discount. 


Contracts 

Space 


Space discounts for contract general adver¬ 
tising for space used in one year: 

5 per cent on.5,000 lines 

1 per cent additional for each 1,000 lines up 
to 25,000 lines in one year. 25 per cent 
on 25,000 lines or more used in one year. 
Additional discount of 10 per cent on space 
discount advertising contracts for local 
retail stores, unclassified, in any month in 
which advertiser shall have used as many 
lines of space as in any other morning and 
Sunday newspaper. 


Space discounts apply only to unclassified 
general advertising on written contracts, 
and not allowed when time discounts are 
applied. 

Time 

Pat. rto* A not* T One Six Three One 

Ra e per Agate Line y ear Months Months Month 

Daily.32 .34 .36 .38 

Three times a wk. .34 .36 .38 .40 

Twice a week... .36 .38 .40 .40 

Once a week.38 .40 .40 .40 

Minimum space 14 lines each insertion. 

Time discount not allowed when space dis¬ 
count is given. 

Position charges not subject to time discount. 


Fig. 33. 
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VARIATION IN NEWSPAPER RATES 

An average newspaper rate based upon population would be difficult to 
work out, for the reason that the circulation of newspapers in cities of equal 
size varies greatly. Moreover, some newspapers offer advantageous contract 
rates to encourage the advertiser while others do not. Then again, the pros¬ 
perity of the town and other local conditions govern the rates to a considerable 
extent. 

Newspaper advertising is unlike magazine advertising, where the rate is 
usually computed on a pro rata basis according to circulation. 

To show how newspapers vary in rate irrespective of population, let us 
study some figures. The city of Holyoke, Mass., has a population of 57,730. 
The Evening Telegram of that city has a circulation of 8000 and it has a transient 
rate of 75 cents per inch and a minimum contract rate of 15 cents. Now take 
the city of Brockton, Mass., with 56,878 population. The Evening Enterprise 
has a circulation of 11,752 with a flat rate of 30 cents. Brockton, with less 
population boasts of a paper of nearly half again the circulation of the Holyoke 
paper and a rate in proportion. Conditions in the two cities evidently are 
vastly different, though both are noted manufacturing towns. 

Here is an interesting rate comparison. The city of Wilkes-Barre, Pa., 
has a population of 67,105. The Times-Leader is the leading evening paper 
with a circulation of 16,500 and a transient rate of $1, minimum contract rate 
31! cents. Portland, Me., has a population of 58,571. The evening paper 
is the Express with a circulation of 17,598 and a transient rate of $1, minimum 
contract rate 19.2 cents. Here are papers practically equal in size, yet the 
Portland advertiser enjoys a rate nearly 13! cents lower per inch than his 
brother in Wilkes-Barre pays. 
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Newspaper Advertising Terms 

I N order that the hardware man may correctly estimate the cost of news¬ 
paper advertising, it is necessary for him to understand clearly the 
technical terms found on all newspaper rate cards, explanations of 
which follow: 

Flat Rale. This is a rate that remains as quoted regardless of the size 
of the ad or the number of times it may be inserted. Newspapers of small 
circulation seldom offer such a rate as this, for it is to their interest to encourage 
the local advertisers to make long-term contracts in order to secure a minimum 
rate. Papers having a large circulation generally have a flat rate, but even 
these make concessions for unusually large space contracts. (See sample rate 
card Fig. 33, page 45). These papers carry more transient advertising and 
offer a low flat rate. 

Term Rate. This is a rate that varies with the number of insertions of 
the ad. For example, according to the sample rate card shown by Fig. 310, 
page 41, the rate for a 5-inch single-column ad, to be inserted once a week 
for one year, would be 42 cents per inch each insertion. If the ad were 
to run every day for one year, the rate would be reduced to 31^ cents 
per inch, each insertion. 

Contract Space Rate. This rate varies according to the total amount of 
space used in a stated period (generally one year). For example, according 
to the sample rate card shown by Fig. 33, if 5000 lines are used in one year, 
the rate would be the flat rate, less 5 per cent discount. If 10,000 lines are 
used in one year, the rate would be the flat rate, less 10 per cent discount. 

Line Rate. This is the rate charged for each agate line of space occupied 
by an ad. Thus, should the rate be 3 c. per line, per insertion, a 5-inch 
ad would cost $.03X5X14 or $2.10 per insertion, there being 14 lines 
of agate type in an inch. The ad could be set in any size type or devoted to 
illustration or white space. The total amount of space used is measured off 
and charged for on a basis of 14 agate type lines to the inch. Some few papers 
have a rate of so much a nonpareil line or 6-point type, 12 lines to the inch. 
Agate type is 5^ points in size. 

Inch Rate. This is the rate for an advertising space one inch deep and one 
column wide. The space occupied by an ad is thus charged on a column- 
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inch basis, never on a square-inch basis. For example, an 8-inch, double¬ 
column ad occupies 8 inches by twice 2§ inches, the width of a newspaper 
column, or 35 inches square. It is charged for, however, as 8 inches by 2 
columns or 16 column inches. 

Run of Paper. If a contract specifies position as run of paper, the publisher 
has the right to place the ad in whatever position or on whatever page may 
suit his convenience. 

Special Position. Any position specified in the contract, such as “ first 
page,” “ sporting page,” “ full position,” “ next reading,” etc. 

Siding Position. When an ad is placed next to reading matter, it is said 
to have siding position. For this position, an extra charge from io to 25 per 
cent is made, if it is specified in the contract. 

Full Position. When an ad is placed next to reading matter at the top 
of a col umn of reading matter, it is said to have full position. It may be also 
placed next to reading matter and either above or below reading matter pro¬ 
vided it is the only ad in the column. Inasmuch as this is the best position 
in the newspaper, from 20 to 50 per cent is usually charged extra, if full 
position is specified in the contract. If an ad receives full position on a 
run-of-paper contract, the publisher cannot collect an extra charge for such 
position. 

Full Copy. When an advertiser is running the same amount of copy 
or using the same amount of space in all papers in which he is advertising, 
he is said to be running “ full copy.” It will be noted that the rate card shown 
by Fig. 33, offers a discount of 10 per cent for full copy. This discount is 
additional to space or time discounts. 

Change of Copy. Only papers of small circulation and low space rates 
make any charge for changing copy or re-setting an ad. Rates are usually 
made high enough to take care of the cost of ad composition, for up-to-date 
publishers realize that frequent change in copy is essential for best results. 

Breaking Column Rules. A 2-column ad will break the rule that separates 
each column. Thus, if the ad is 3 columns wide, it will break two such rules 
and so on up to the width of the page. It will be seen from this that a small 
advertiser could overshadow a large space user by spreading his ad over several 
columns. In addition such an ad would detract from the appearance of the 
page as a whole. To prevent any such occurrence, newspapers usually place 
certain restrictions on column breaking. Newspapers in large cities usually 
make an additional charge for each column broken. Hence, in such a paper 
it would cost more to run 6 inches double column than it would to run 12 inches 
single column. Other newspaper rate cards list a minimum space that may 
be occupied by an ad that breaks column rules. Certain metropolitan news- 
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papers will not run an ad entirely across their page unless it is a minim um 
number of inches deep. 

Foreign Advertiser. An advertiser who is not a strictly local advertiser. 
Foreign ads are usually sent to the newspaper in the form of electros or 
matrices. 

Extra Cut Charges. This is a custom that is limited to but a comparatively 
few papers. The space occupied by the cut is charged extra for, making really 
advisable, in so far as cost is concerned, to run all-type ads. Advertisers 
object to this ruling and the paper which maintains it is the exception not 
the rule. 

Short Rate. If an advertiser discontinues before the date of expiration 
of his contract or before he has used the total number of lines or inches con¬ 
tracted for, the publisher will “ short rate ” him, or, in other words charge 
him for the amount of space actually used at the short-term, or lower space 
rate current at the time the contract was signed. For example, supposing 
the advertiser makes a contract with a paper having the rates listed on the 
sample rate card shown by Fig. 31a, page 41, and makes his contract call 
for 7000 lines to be used in one year. If he uses but 6000 lines in the year, 
he will have to pay the short-term rate, which in this case is 3500-line rate. 
On the other hand, if he contracted for 3500 lines and at the end of the 
year used 7000 lines, the publisher will usually allow him a rebate for each 
line used, equal to the difference between the 3500-line rate and the 7000-line 
rate. But the publisher is not compelled to rebate in this manner unless it 
is specifically so stated in the contract. 
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CHAPTER XI 


Styles of Copy 

I N Chapter I the underlying principles of good copy were taken up in detail. 
Here, we will concern ourselves simply with style of written expression. 
By style in copy we mean simply the manner of presenting ideas to the 
reader. We do not refer to any peculiar, individual mode of writing; such dis¬ 
tinctiveness may be all right for literary people, but it is not needed in an ad. 
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Fig. 34. 


Let George Do It 

wars il Moifi 10 barness kt cur Mr George Akers do it lor you. George ku bm 
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TUXHORN BROS. HDW. CO. 
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Fig. 35. 


HOW TO STUDY COPY STYLE 

So that you may gain a working knowledge of copy style we outline briefly 
the most frequently used methods of appeal and show ads illustrating these 
methods. 
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With this foundation, you can carry your study of copy style as far as 
you care to, and the best way to go about it is to analyze current advertising, 
both local and national. 

Fig. 34. The Terse, Snappy Style. The sentences are short and crisp, 
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at the same time expressing definite ideas. A most effective copy style to make 
use of where space is limited and a complete presentation must be made. 

Fig- 35- The Chatty Style. The copy here is a sort of confidential talk to 
the reader. Chatty copy is very effective and generally secures interest at 
once. It is a particularly effective style with which to introduce new goods. 

Fig. 36. Thy Humorous Style. The danger in using this style is that you 
c an very easily overdo it. In this ad, humor is running through the text, 
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but it is so skilfully introduced that it does not detract from the force of the 
selling talk. 

Fig. 37. The Personal Style. The copy in this ad is written in the first 
person and a further personal touch is secured by the written signature. The 
chief disadvantage of using the personal style is that it features a personality 
instead of a store. But many successful enterprises have been built up by 
personality in copy. Generally speaking, if the personal style is used, it 
should be adhered to closely. 

Fig. 38. The Descriptive Style. This style, an excellent example of which 
is shown in this ad, is perhaps the most useful and all-round effective style that 
the hardware copy writer can use. Adver¬ 
tising must be informing to sell goods and 
the descriptive style leaves little to the 
reader’s imagination. 
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SIDESTEPPING MONOTONY 
The hardware copy writer should give 
considerable study to the different methods 
of presenting an idea, for by so doing he is 
enabled to save his ads from the deadly 
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monotony of a sameness in treatment, and 
to choose the style most effective for each 
individual ad, for some ads must be snappy, 
some sedate, some direct and frank, some 
humorous, and so on according to the vari¬ 
ous subjects touched upon. 


Now /Holland, 

.County, thought It would be pos¬ 
sible to establish a hardware buti* 
ness in Ephrata. He oaxne to our 
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\Jniy weather has been fickle lately, that's mre; bet th* two gcminn 8TTMMPR MONTHS sr» oear-st-hand— and the I Ma HVCTy MIKC 


But Wa Especially R 
is* Our *420 


It's far end away ahead ef any machine ever 
•old before at MM. Mad* with FOUR KMVM 
which ensure quick and abaolotehr EVF.N 
• -rk, with the minimum amount of effort. I las 
high 9 lock wheals, sod cm* a 14-iach atrip of 
grata. 

W«’»« other machine* at lower pncct, tha beat 
values in the city at rack ef tha different figure* 
- hut we recommend the purchase of "Improred 
KM" Lawn Jewel, because it’s an tslra 
ordinary value at KM -sad aura to girt year* 
f satisfactory arrrica. 

Other machine* at from IBM upwards—quite 
- lerc'ii assortment shown in the city. 

For Monday, Uua spatiali 

12 inch FOUR-KNIFE 
Lawn Mower, $349 

9-inch wheel*, extra strong, an.I a machine 
that’s sure to give perfect aatitfartioo. If ynu 
hare only an ordinary aiu laws, thu ;a a w«u 
drrfol opportunity for baying jasi the kind of a 
mower you should bare at a taring. It cut* a 
t«rlre-inrh strip—cut* it EVENLY ASM ifl 

and EASILY. Price ably.^Je4«P 

Cl rasa Catcher*.T9* 

D -ndrltou \Y orders .. 99c, JO* 

tl-dga or Lawn Trim thin_ \ / 

Dandelion Rakaa.10* r 


INCLUDING THE HINGES AND FITTINGS 

Thie is a special porch*** of a makrr’a odd tine* and damaged door*—about sixty in all There ar* all slits in »ht lot and a big 
variety of pattema They are to be sold " aa it," aod art not returnable Rome were damaged—a little np m the screen wire, or a 
splinter off tha door Theaa defects bar* been repaired wherever poaaihl* They couldn’t he sold a* regular stock, yet for back or aid* 
doors they are practically aa good at any The maker gar* them to u* at a bi* discount and »• will turn them over to early customers 
on Mooday morning at the same ratio of saving 

Remember, not all theaa doors are damaged, and the perfeetoaea will go first—*o be her* at 9.19. 

Regular price* of thee* nm right up to t2 -'> We have sorted them out in two lota, according to patterns and condition* and 
marked them at 4#e and 90o—COM PLETE WITH HINGES AND KITT1NG3 This ia undoubtedly the beat offering of Screen Doors 
•(’«« made this Besson 


mat. sad Itsoe the yob feeling satisfied 
nark - - a do him credit t 
a ernata amount of scything ia eensid- 
»My mwaffieieal. it sa best to buy a littla 
bs ca the mfe aide In 'bier words, it a 
par more, and get a good article, than to 
to tha* in the hope that you'll ba<* bet- 
ttaa anyone ela* with it 
tpfiaa with apeeial • amphama to rubber 
raw ptj boaa is NOT a good levestmcot 
at make, but a rape* • - bad in Ham 
us the water presaorr -a heavy. W* do 
b Ifiy baas at nO. Nie eg B n eoaU be 
l eeni or two cheaper than the 4-ply 
n Swad that 4-ply hoar i by far tb# beet 
K t« make and we will sell new* that * 


nly, $2.00 Hammocks 
for $U8 each 


regular vacuity of Screen Doors—easily tbs largest tn Hamilton Tha price# marked INCLUDE HINGES ANl« FIT- 
f case. Bring exact mcaauramenU. please, aa Screen Door* cannot be exchanged. 

SCREEN DOOR AND WINDOW SCREEN FAINT 

it ia made just right for paiotiog the wire, ete. It will not clog. V* pint can 15c Pint can 29*. 

pring Hinges, pair . 19e Hooka and Eyes. 2 for.8o Mallory Door Clasps, for keeping* doors 

innga, each ...16e Screen Door Pulls, each .. .. 6e to 26e from blowing open, each.JOe 

I Window Screens at 9c 

12 do*, only Adjustable Window Screens, 
stained wooden frames, heavy metal slide*. 

best [inr-meth painted w ire; this sue opens 
to 28 l -j inches. While they last Q 

Monday, each, only .*rC 

i one customer. 

nw Screens vary all the way from lie to 
—the lowest price in the city on each site. 
mi bring the six* of your windows, as 


Veranda Screens at 59c 

These are strongly made from aplit bamboo, 
und with cordi close enough to abut out much 
the sun’s heat, yet allowing the broctoa in 
)l*ra ar* apeeial prices far Monday only—and 
each figure INCLUDES ROPES. RjLLEYS and 
HOOKS, all ready for putting np. That opera- 
tion ia very simple and require* only about fire 
minute* time. 4# mm to brine the exam me * 
nrement of your rar u nda. aa thaa* aarwna cannot 
ba exchanged. 

4 ft. x 7 ft. 6 in.: natnral, Mo; greet. TSe 

5 ft. x T fL • in.j Tia; ’’ Mo 

6 ft. X 7 ft. S In.; " Ma; ’’ $125 

8 ft x T ft • in.; " $129; " $190 

10 ft x 7 ft 6 in.; M $1.7$; ” $2.W 

12 ft x 7 ft. 6 in.; ' » $3J$; " $2.78 

RUSTIC SEATS, very comfortable for two per¬ 
sona. made of natnral birth etrongly pat together, 
for lawn or veranda. Special rain* A*b PA 

at each. OU 

VERANDA ROCKERS, seats mads of bent¬ 
wood. frames finished with either red A f mg* 
or green paint Special rain* at each fi.fO 
WOMEN'S ROCKERS, smaller eased mekerx 
without arm real, eery aomforteble, choice of r*d 
or green. Special value at A* ng* 


ig : u ij j l i t For Screens 

~fff tH iTT'T -' ?TT We hare two make* o< this The 

m i j j ! j jff~ n Ti- M'lt? 1,0 *f mat proof painted 

’ cloth rr.me* at 10* per yard for the 
* inch width Other widths up to 40 inches at corresponding prices 
The*# have the selrsg* edge Fop all windows especially espoaed 
o the weather the galrantaad wire cloth ia the beat to buy. It costa 
nore. but has proved itself well worth the extra amount It's a 
mer mesh than the painted kind. Price* Dorn 20c yard up. 


Woven Cotton 
Hammocks ar* 
offered here >o 
lb* greatest aa 
lerlnial of 
atrlua, pattema, 
and color* aver 


Not more thaa l«c 
Price* on other Wi 
50*. according to the si 
It is neeewary tha 
ter**ns cannot be exchi 


atrip** 

.. $1 50 and $2 

trews .$390 

•aerwa .$200, tA90 

»■- -natty .$4.60, $9 00, $900 

3 HAMMOCKS, sad* of heavy cotton 
k iteri apnag fitted with Urge staff'd 


Come to Hamilton on the Excursions Next Week 

The Board of Trad* has arranged a series of etcursiona for Merchants’ Week, aa followsi 
Tuesday—Brentford and Hamilton Electric Railway 
W tdtaaday—Hamilton and Dundee Electric Railway. 

Thursday—Hamilton Radial Railway. 

Saturday—Hamilton, Orimsby and BeemsrUl* Electric Railway, 
ripe Cl *1 trains will tears at 9 a-m. and 1 pm. Tickets will be good roturaiag same day after 4 pm. Single far* ui 


•t Quality White Wall 
Tents: As Follows 

ade. trnm bent duek-TO YOUR ORDER 


Fishing Tackle of All Good 
Kinds Here 

-PM tb* Low priced Goods to tb* Very Boat That’s 
Mad*—A Few Example* Her* 
tori Trout Rod* S3 00. $3 00 to $« 00 

teel B* aa Rod* $200. 43 50 to »6 00 

plit Bamboo Rods. $1-90, $2 00 to $5 00 

Hinted Bamboo Hod* .15c. 29* to $1 00 

ishiog Reel. acting .19c, 29c 

ahing Reel, multiplying m.-kle plated B0« np 

.. Sk Kid, Li Dr* .90c, »100 to $J 90 

hied Silk Fish Line* 29c to $3 00 


Baseball and Tennis Requisites 

—Tram Ooldamith, Spalding &nd Draper A Maynard‘a. 

Her* ar* jnat a few hinu of the varietyi 

Boy.’ Baseball....9c. 10*. 95* 

Men a BaaabalU.Me. 75*71100 

L- ague Baseballs.$129 and $120 

Pasebfll Bata.6c. 10*. 19* 

• Baseball Bata. 39* to $100 

IWmeo’e Mitt*.$1.00. $129. $120 

T' r,a Nete $2 B0 and $3 00 C atcher*’ Muts . 29c to $600 
• is Racket* $129 to $320 Fielder*’ Glove# 99* to 94.90 

i. Ball. 26c. 49e and 90* lUw-ball Mask. . 40* to $320 


Children's Play Tents 

The** ar* great favorite*, her ana# though vary 
low in price, they ar* more than mer* toy*— 
being thoroughly well made, and an ornament to 
any lawn. In white and bln* atnped licking, sue 
6xC feet at baa*. $320. 

A bettor quality, in two siaea 

9 x 9 feet at baae. $9.09 
T x 7 fart at base. $A00 


he Stanley MilUkStore is Headquarters torlCampers' Supplies 


4 for packing and shipping nil good* 
u Georgian Bay or any other summer 
reference. Stanley Mill* & Co, Ltd. 


MISCELLANEOUS 


rot* ia* r»>nam* com — tn i 

COAL OIL STOVES 


SOUPS 


»ANCY BISCUITS 
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HARDWARE ADVERTISING FOR THE RETAILER 


Fig. 39. The Analytical Style. The copy in this ad takes the proposition 
and logically carries the reader to the climax. The reason for the quality of 
the cutlery is carefully analyzed and presented in its successive steps. The 
analytical style combined with the descriptive style make copy at one that 
arouses the imagination and satisfies the desire for cmoplete information. 

Fig. 40. The Story Style. Here the copy tells the story of a business. 
The writer will not find the story style so useful as some of the other styles, 
but there are occasions when this style is absolutely necessary to properly 
convey the thought. Among these occasions might be mentioned store openings, 
season announcements, stating store policies, etc. 

Fig. 41. The Department Store Style. This is a portion of a large ad 
of a departmentized store. Note the broad ideas and suggestions in the 
opening talk and specific description in the item panels. For the hardware 
dealer who uses large space and lists many different articles, the depart¬ 
ment store style of copy is essential to correct presentation. 
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CHAPTER XII 


Booklets 

A BOOKLET is a piece of business literature whose scope is more than that 
of the folder or circular and less than that of the catalog. 

With this distinction in mind the hardware dealer will see more 
clearly just when the use of the booklet is called for. 

SUPREMACY OF THE BOOKLET 

The booklet is perhaps the most attractive form of advertising printed 
matter. The reasons for its popularity may be ascribed to its neat, compact 
size, making it handy to carry and to file, its brief presentation, and its pos¬ 
sibilities in the way of interesting make-up and attractive design. 

GOOD PRINTING THE FOUNDATION STONE 

A booklet to be effective must be printed in good style. A circular and 
folder may be cheapened in make-up very considerably and still retain their 
selling force, but not so with the booklet. So unless you are prepared to spend 
an amount sufficient to insure a good printing job, better stick to the folder or 
circular. 

The cover design is most important. Strong effects may be secured with 
type alone, but it is better to use some sort of an illustration. Two colors 
are much more effective than one on the cover and cost so little more that it is 
poor policy to economize in this direction. 

You should ask the printer for several different set-ups of the cover before 
you make a final decison. 


COPY REQUIREMENTS 

The copy for a booklet should be brief and snappy in style. A study of 
some of the booklets furnished you by manufacturers will give you a good 
general idea as to the amount and kind of matter required in a booklet. 

Inasmuch as the. booklet is much more complete than the circular or folder, 
it is well adapted to featuring single articles of hardware selling at a relatively 
high price. For example, kitchen cabinets, fireless cookers, refrigerators, etc. 

The booklet usually makes a stronger impression upon the reader than the. 
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catalog, because the prime purpose of the booklet is to sell, while the catalog 
is more a work of reference, the selling factor being secondary in importance. 
In other words, the booklet arouses the interest and the actual purchase is 
decided upon with the aid of the catalog. If you bear in min d this difference 
you will not make the mistake of many: that of trying to make the booklet 
do the duty of the catalog. Of course this does not hold true where there 
are only one or two styles of the article, although detailed description should 
be cut down in. the booklet as much as possible. 

A WORKING PLAN 

Supposing you are preparing a booklet on fireless cookers. The copy 
would point out briefly the desirability of a few extra hours for the housewife, 
it would then explain how the fireless cooker makes such time-saving possible. 
The closing paragraphs would invite the reader to the store for a demonstration 
and quote prices. The cooker would be neatly shown by a well-drawn illus¬ 
tration on the cover or on the inside page. This is but a brief outline that 
merely serves to show how a terse but complete appeal should be worked up 
for a booklet. Every booklet should make this same definite appeal. 

To sum up, the booklet is really an ad enlarged and amplified and written 
with a more personal appeal. 

The hardware dealer can make very effective use of the booklet in featuring 
any one of his departments. In this case a diversity of articles could be illus¬ 
trated and referred to. 
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CHAPTER XIII 


Mail Folders 

A MAIL folder is very much different from the ordinary folder. The former 
is sent through the mails and is designed in most instances to induce 
inquiries by mail, while the latter is merely a variation of .the circular. 
The mail folder can be made up in various shapes, but its general form 
remains much the same. On one side there is the postage stamp and address; 
the other side is generally left blank. It may have two or more folds and 
carry a return postcard or coupon. A clip, seal or slot holds it together and 
the printing is spread before the reader as he straightens out the folds. 

ADVANTAGES OVER THE CIRCULAR 

Although the mail folder is not usually as complete as the circular, it 
has several decided advantages over the latter. It is sent through the mails, 
thus carrying a more personal air than the circular, is generally printed on 
better stock and can be designed to induce quick action. 

The keynote of the mail folder is a short snappy approach concluding with a 
direct bid for action in the form of an attached post card or coupon. 

TWO IMPORTANT USES 

The mail folder is particularly valuable in introducing new goods and in 
making store announcements. For these uses it takes the place of the circular 
letter and generally is more effective for the reason that it may be dressed up 
more attractively. 

The successful mail folder is one that has had careful attention in its 
make-up in printing, for you are sending this piece of literature through the 
mails, and the paramount requirement of mailed matter is attractiveness. 

The mail folder should carry strong design or illustration to heighten the 
effect of the type matter. 'Usually this design is repeated on the outside fold, 
of course in smaller size. 


AROUSING CURIOSITY 

The design, lettering or printing placed on the outside or address fold 
should never reveal the contents of the folder. The recipient should be given 
an incentive to open the folder, as often a folder is unfairly judged by its outside 
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cover. Some catchy wording, arousing the reader’s curiosity, is often resorted 
to and with good effect. 

Two colors add greatly to the effectiveness of the mail folder, for with two 
colors the design or border effects can be printed in color and the type matter 
in black, the two forming an eye-catching contrast. 


n 

^ Hot Weather Kitchen Helps ^ 

The cares of Summer Housekeeping are considerably lightened when 
you buy your Kitchen Hardware from us. Quality is everything where House¬ 
hold Utensils are concerned, and the high standard of our goods leaves nothing 
to be desired. You'll be interested in our Summer Display of Household Hard¬ 
ware. You'll find lots of things for you to choose from. Come in and look around. 


HH 

REFRIGERATOR 

Yea a*ll lara aa tyeelte 
leeptof too* parr y* wlnla- 
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Fig. 42. 


THE SERIES PLAN 

Mail folders can be used very effectively in series. For instance, if the 
hardware dealer carries a certain make of refrigerator exclusively and desires 
to feature it, let him prepare a series of say four or six mail-folders, each folder 
showing an illustration of the refrigerator and the copy bringing out different 
arguments each time. Other articles, fireless cookers, freezers, stoves, etc.. 
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59 . 

can be treated in the same manner. Many merchants have found this a most 
efficient way of making sales. 

Special sales are especially adapted for featuring in the mail folder. This 
brings up one of the most effective features of the mail folder. The dealer 
can give advance information on special sales to just whom he elects, for the 
mail folder, unlik e the circular, is seen only by those to whom it is addressed. 
He can take a list of his regular customers and make his arguments very strong 
by pointing out the fact that only his regular customers have been favored 
by the advance announcement. This always makes the psychological appeal 
to the average person and he generally hastens to take advantage of the first¬ 
hand information. 


PROPER USE OF THE MAIL FOLDER 

The mail folder is perhaps the most personal piece of literature the dealer 
can issue, save of course the form letter. For that reason he should not try 
to do with it what he would do with the circular; there is not the space to list 
a great quantity of articles with illustrations, and the personal air is rather lost 
when matter meant for a circular is crowded in a small folder. 

Fig. 42 shows the inside folds of a very strongly written mail folder. 
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CHAPTER XIV 


Circulars 

A CIRCULAR is a general name for a piece of printed matter varying in 
size from a small handbill to an entire newspaper and even larger. 

Several features in the make-up and use of the circular serve to 
distinguish it from other forms of business literature. 

In the first place a circular is an announcement of little more than trans¬ 
itory value. Its purpose is to create demand immediately, and unless it does 
this it cannot be judged effective. To aid in creating this immediate demand, 
the make-up of the circular must border on the sensational whether it features 
prices or quality values. And because it is such a transitory medium the 
circular is usually gotten up as cheaply as possible. We say this advisedly, 
for there are many exceptions to this rule. 

But the circular does not demand an elaborate make-up, for it is, in most 
cases, distributed from door to door, and this distribution lacks the personal 
appeal of mailed literature and also entails considerable waste. 

Of course, where a circular is mailed, greater care should be used in its 
make-up. For example, a store-opening announcement in circular form would 
of course have to be treated in a. somewhat different manner than the out-and- 
out circular. 


THE CIRCULAR IMPERSONAL IN APPEAL 

The circular has both a great many advantages as well as some few 
disadvantages. By keeping its advantages and disadvantages in mind, the 
hardware man will more clearly understand at what times a circular will be of 
assistance to him. 

The chief disadvantage of the circular lies in its impersonal appeal. In 
personal appeal it cannot compare with the store paper, newspaper ad, or 
booklet. There is nothing in its make-up to hold attention, if the reader does 
not show interest immediately by reason of an appeal to his instincts of econ¬ 
omy or a reminder of some urgent need. The circular is a flash light. Some¬ 
times it falls upon the right party; sometimes it does not. But it must gain 
interest at once, for it has nothing to carry it along, and, in form, it is the 
cheapest in the whole range of business literature. 
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THE CIRCULAR SAVES TIME AND EXPENSE 

The great advantages of the circular lie in its economy of production 
and the small space of time required for its issuance. So it is ready to be 
called upon instantly in emergencies, and it may be used frequently by the 
dealer who does not feel justified in devoting the time and expense necessary 
to the preparation and production of an effective store paper. 


April Reminders 


We give a list and prices of goods that you may need now Good 
goods at fair prices. ^ We will please you or refund your money. 
The specials are real re d uctions and prices good only for April 


HOUSE CLEANING NEEDS 

Scmr . 

MaWiag Haste. diu .5. 

Pa* Brakes . V 

Coils. Wins .. b 

Coal ami Hat Haste. . If 

ENAMEL WAKE 

A arw bar of this war* Nice 

Iwenn cotof. uroag. haary * 

BerWa Kcnkcs . Crif 

Coffee. PW..../...M. . IX 

Tea Kettle*.. . /....SIX* 

DnA Paaa. ?K 

li-ai PaA.. Me. 

; J-Qt. ENAMEL BUCKET, 

6aad quality l> cover teg- 
alar IK Valve . lie 

TIN MEASURES 

Caai tin. etreng kandfc. 

Vrfm ... St 




Skrtf Incite pair . 10c 

mummm 

Sena* Brakes. . 10c 

Ml CahraiaH Pad . 15: 

Laag vfciM stack..,.^.....‘...IOr. 
4 Km.J.30* 

WASH DAY SUPPLIES 

K5g*. CaHanaed Pad . *20c 

*»—p * - . 


Canon Oadtea Lada. 50 It. ... IK 

W* 75 fcal . tte. 

GaKaa'ard Tate . Me. 

Wnngee . SI** 

Wringer varnmed . Si SO. 

Wad Baden . ...Me. 

Bran* . 4S< 

ft-n Step Ladder _....... Si 10 

Wfl Seep Ladder . ...Si A 

HEAVY STEEL EXPRESS 

WAGONS 

Bated aad pa Med body Id fcy H 

HOUSEHOLD PA/NT 

Brody far aae. Ike paiariag 
Iwaiaet Samar pate ate. 

Cm 10c 

Pigpen, kaata made ... Be. 

• SEPARATOR OIL 

Oaltaa . :..«Sc 

PRUNING SHEARS 

SPECIALS 

iOc Coding Iroa . r - ,0c v 

JAPALAC 

Walra Qdk Omrt IK mi 2k 

PLOW REPAIRS 

Coffee Mill* . 

Trod Jar Opener . K. 

A MAT 17E ROOTING 

12-iach Walk Bawl . V. 


Miller's Hardware Store, 

cmi cm Old Zionsville, Pa. «*«■ 


Fig. 43. 


Another important advantage of the circular which should not be lost sight 
of is the unlimited size to which it may expand. Where there is much to be 
said and large illustrations to be used, no other form of printed matter, except¬ 
ing, of course, the newspaper, can respond so readily to such large demands. 


Digitized by LjOOQle 





















































HARDWARE ADVERTISING FOR THE RETAILER 


_r- 

THE STORE THAT MAKES THE PRICE St ' /ON ALL THE GOODS OF QUALITY 


AT 

HOEKSTRA’S 


Special August Sales 


AT 

HOEKSTRA’S 


Gas Chandeleirs 


TV GAS FTXTOtt Part 
of oar Business has to met 
witk (V appro* *1 of IV 
Buying Pub be IkH «( Vt 
again added new. up-to date 
Items to the Low. which 
Makes it of Dou- 


Handsome Durable Fixtures 

AT A LOW PRICE 

Those who have bought here are well 
satisfied that they have saved fully 50 
Per Ceal —We List But a Few Here— 

Oxidised Steel Single Light_SOo 

Solid Brasa Single Light__ SOo 

Fancy Double Light Fixture_*160 

An Extra Fine Two Lt. Fixture $2.60 

Three Light Fixture_ 13.25 

Block hnrrted Light Complete^ 60© 
Phoenix Inverted U Complete. $1.00 

No better than the 
Phoenix at any price. 
I'pright or Inverted 

Mantels 10c, 16c 

AH Mantels look 
•like. 

Try one ours and 
make (V Test for Light and Durability 



3,000 

Special 


Writ* They Last 

2 for 5c 


Bird Cages 


HunuM BSC IS 

.92.00 

Can* Cups o» B»it* 

Dish**. 8c 

fUhttotoslJc. 28c 
rah Food-IOC 



Easy Running Washers 

A Washer that a CVd Caa Run 

Wl Wliol Ow 'ONt MtUm- 

WAHSHII W4 DsmUmm who, 


Yea roa re* them iff lest ysa lilt, If 
mlolsetney ar net. there ml) he no 

charge whaSmrar. 

fine as yanr Order far the Trial Te-dry 



Special 
Saturday only 

RrguUr IQc Boil Is 

HOUSE 

AMMONIA 

ONLY 5C 


WOLVERINE 
TEA CO. 
Premium Tickets 

Foranythiog lo the 
Store. They are 
the earn* as Cash. 
We take them as 
all or part of any 
Purchase. 


GRANITEWARE 

SPECIALS 


Canning Seaaon 


High Grade Fully Guaranteed 

8 QS. Pm»r«i«« K>UIm . .31c 

10 Ql. p«a*f»in* Kvulas.3Cc 

17 Qt. Prewoicf KeUlea.„.43c 

10 Ql tW» D.»h Pans_3«C 

14 Ql Deep Disk Pane....48c 

TV Above for Saturday Only 


Tsa Kettles...*73c to 99c 

Colts* os Tsa Pols with Granite Casses 

----- . 39c u> 80c 

Dsrp Dseios.13. 13. IT, 20c 

OUona psas.30, 38, 39c 

KossUrs Good Siaa...49c 

Gem Pans 8 Sisa...28c 

U>«b Dippers......1 *C 



3 Ql Pads Gras be Cams.-30C 

Aspl Food Psas-ITC to 20c 

8 Qt Cas'd KftUsaCraalta Caress.. ... 60c 

Dinner Bucket*... 90c 

Urpr Chawbef Psils. 98c 

Frail tar Fillers_._IOC 


Also a Special Line of 
GRAY GRANITE 

Ji* Slea Pan*. Kettles. Covers. Dippers. Caps. 
Spoors, Basina. Bread Psas. etc.. 4 rt- 



in§ 


Coo pi et# Brpsir Out- 
•s....». ...... BOc 

JtsJ'sO's Iron Blind 
»nk Poor Loot. 99e 

Neat Boise 10,98e rartohle Osraa tor Car. Gaaaliaa 

Loam Sales lO ltc •» Oil lto**S la tva rues ... 

Gs»o>rl Oak tops 38 PaUahad Stoat fall Tiaard Lined I Pocket Lceel*_. tOc | | M, ' r * # °*** 
uZT.~ s Ommm at Hs*i | * *+•""** * 


u T8a 

Umin.see 3 pair 8c C.rraUhoo ol Hsa. 

Re bpse Haris. Mym or Sinai* Burner.. ...... 91.98 

hU.— t-* 

C.man Ants Wss eu Glow Doer 0*et> . 93.00 


I 


| ■« bees' ad chi vs! 35c 
Copmf Sans mlh fairs 

Wadss 20o to U.OO 


Usson Jin, Parcslsln Tops, Sms* 

Piots COc, Qaatts-88c ni * 

Tna Qua'U......T8e 

Nr- Glass Top Jan rials SOc Slimmer StOftS 
Quarts 900 ft,* H, t 

Heavy Tk* Csa> Quart! 39c Firms Bursas. Standard 
Jail Cum. Tie Torn Daa 20© 041 C ® V M,k » 
s^ov. -ao. £2” 

ENiamstesp Taps_... . 15c p nn 

Non Paper Waa Tops....lOc Tna Burnet S.sr 
Psnflaa Was Caka «... lOo ^ 

tU) Sealing Wss Lto....lOc _99.00 

Jar RukSsr* Das 5 to lOc Fa - ! Cstiaot Rs-js 

„ , .. Only. .914.00 

Granus Jar Fdlm -lOc 

Craniia Ladsls....lOc *1.8 



IN BUSINESS FOR OVER THIRTY TEARS WHICH MEANS 


HONE1T GOODS, 


HOEKSTRA’S 


Everything for Everybody 


■ HONEST DEALING. HONEST PRICES. HONEST ADVERTISING 


FtC. 44. 
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BARGAIN OFFERINGS NOT ESSENTIAL 

Many dealers do not issue circulars for the reason that they believe the 
circular essentially a bargain announcement. Such an impression is errone¬ 
ous and unfortunate. Some of the most successful circulars ever issued were 
simply periodical reminders to the housewife. Positively the circular need not 
be a cut-price announcement to be effective. Refer to Fig. 43. Read the 
opening talk carefully. Here is absolutely no suggestion of “ bargains ” and 
yet the circular is issued monthly and is thought highly of by the Miller Store. 

The circular is especially adapted for the featuring of special sales. Used 
for this purpose it greatly assists the regular newspaper advertising, in many 


DE LAVAL SEPARATORS 

W Crura Separator* ham boro mad aoooflfi la Ml* aerttoo 

fj *o that •« belle** «»• 17 oo» a-oar raalura tba *•)**. 

1Z It la Bora of a question -bleb ooa to Ooy. W* bate 

^MA aaoy uaalraoolal kuan fraat DaU«*l worn. many ot 

Wl '•boa b*** u*»d oloar sorblna*. H*»a fat to Sod a 

VJ—t ra *° •br- ***» car* ib* DaLt' • l a fair teat -ho did 
<M a oot admit lit auporVimy o-or aey and all othen Mao/ 

■ are try la« to <ai a aacbloa at about bait lb* price of a 

1 t ISPITT DaLavau w* bar* triad IV too, b**io* bad aaural 

M . 1 M aaabisa ablppod to is for laaperikvt Tb* aura -* aaa 

m \ 1*4 Of Otbar aatbloa* Ua Bon dtflrrroco -a c»" re* In 

4 fan>r of Um DaLerai.—and pra toll do lb* ura*. »• 

TT\X/% ban oa oor floor at in* pnaset tin* oa Koontunf raa. 

cbloo. eaad only t«o tearv "blob •* toll tall for *10 00 . 
It* aroro oat, to toll m* facia, but u» toru/cuaranwa* did aot oo»*r Um 
******aad toar - tea oil) b* plaaaad to brio* a ruL.»»t to y»or bora* aa 
aat u« tut fra* trial. 

WEEOERS 

Blialktv etflllrat>00 la Bute 
■a faaor -lib op-to-dara 
fanoen than mi and It 
•III pay rod to o-o oo« uf 
than* AdJ**tebl« la ***- 
aral -aya. Prte* « ooly 
m to. 

// 

ifflwilwi 

GRINDSTONES 

Lora* atooaa. lo b* Boosted 
aa boaaaaaada or old fraaaa. 
flood quality. DtOrraal 
-oiflbto Ito p*» poaod. 
Mounted atucaa. •anflta 
fraarr. aobataoOal. ooly U to 
Ooo a* tao bail baanaa. 
aaoai fnaa, raouoted *uw«* 
to avnek oa wh-h -« •ill 
raabo yoa a apactai price if 
flue e*M bafbr* aoM 

CHAMPION 0. K. 4 ROW SPRAYER 

aiwdTteato'flato la a abort 
* 1 f^go\\ and baiter (rada of potauaa. 

Ira proud. Afllutor koapa aslo- 
adjoaubte'to'-idi - itffte 
V/jA^ ft— red teitw/ oa* of 

CULTIVATORS 

Mate bn** -Ub •best.aaa larar for ad]*aala« 
p»r -Id lb 0 * ro-v *t to Otbfr -lib a lira 
bitten ter to B. Tb* •Dm." baa tero* for 
•Mtb «f t>— and oa* for -b*«L -'lb oils* 
bll'era. aa aaua rxo ooa. aafllefl for toto 


SHOVEL PLOWS 

Iran Beam Pio-v wtut aba* for ateodr ran- 
alof. Adjwakio —loflV -bocl >or roflutelKto 
d-pth. *ba**l and -inflS'f peifahod nm.Mfl 
» *rl*n (tear) Ho-v od)t»teb>* t>**l -'afv 
•all sad*. Good (*,t»to biller. Ooly (IB 

KEEP FIXES OFF YOUR COWS WITH “FLY GRIEF.” 30 CERTS GALLON. 

"Fly Ortef la a aonotlbc preparation mad* in a coodaoard liquid far— f w r aptafl>« u»* nxk to pmtnel ll frato 
■tea Os-a-Id fllaa a Bucb larpar flo-of Bilk-bao tbte la wad. Huf ooa flalteo of Mr Cn*r tor tl 00, buy 
• tallooo of ooesooe anal oil (karuaeo*) and ml• Hu 1 * Bufh aa you -aot to It ooa Una flllia ll Cato yuo 
lara tbaa toe par flalloa torn oil at Uc tea ate. ban X flalk* earn at aac. Hairy rrfucdnJ if am-ali rtpkl 

Cook stove* end Rinses 

Jkl-ara la a puamra to »bo- yea 
lb* la teat and bast lo cook atom 
tad not— far -ood. coal or fl*v 
fa* oo« -a araab»-lnfl a praat 
h* Ho. ( ateol rao«*. -fib -am 
ton ck—rt aad raaam.lr -bleb « 
mra rsloa at *to to W* b*«* 
baiter onto -bleo -a Ibfok an 
no rib tba dlflauoca, ateo 

SPECIAL GOODS 

Net In Stsck 

*" '”VrC»Ul^4U«l 

PUMPS 

erraralatyteaaf PUBCK MftepH 
la ater*. at tartrate prleav bolb 
tb* Ouuld* and Myvn raalaa. 
Tall u* rarar purap prufttea and 
•» -HI auppiy tub- aa * paajp 
tbat -ill d» Ibr btofTM*. Wa alto 
Itet- lb* ottebar pviota t«a 

aim, Ovubl qaalily nb*cb tent/— 
•HWKteo. 

D A DTT JDL p IT PlffTV The Heriwers Store Tlut Bis (he 
IjAJSuU Ot £j X Good*—With Right Price*. 


Fig. 45. 


cases featuring the sale at greater length because the expense entailed by large 
newspaper space keeps down the size of the newspaper sale ad, while the cir¬ 
cular may be made practically any size with little extra expense as the size 
increases. Then, too, the circular is often the only publicity given a sale. 
Fig. 44 shows a very effective special sale circular. 

Fig. 45. This particular circular consisted of four pages arranged in a 
style similar to the page shown. Note the careful descriptions and the neat 
cut arrangement. This circular was printed on a good grade of stock, printing 
itself being very neatly done. Such a circular is worthy of being mailed. 
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HARDWARE ADVERTISING FOR THE RETAILER 


The cheaper form of the circular should not by any means lessen the amount 
of care in its preparation. Large type, plenty of cuts, and brief descriptions 
where many articles are shown and full description where but one or two articles 
are featured, should be the rule. Remember the circular generally receives 
a hurried reading and there should be no hindrance to this in its general 
make-up. 



■pOUTY “PERFECTION" COAL OIL 
STOVES b ibc uumbw that w« tu*« told 
within lb* part you. 


W« oil JOB tbb to abow you th# popularity 
0# tbb axc«U«nt atova. Tht paopl* of tbb 
community bava aaan Its many adwtagm tod 
appradata them. 

If yoa ara oot alrvady acquainted with tba 
■karfaa of tbb a*o*a you should lat m datn- 
ooatrata tbam to you at ooco. 


"PERFECTION" 
Coal Oil Store* 


maa who lovaa tua wifo «h» '9M. 
la not tha ooa to lat bar mat** 
thaaahof daya. Ha will buy bar a PERPJC. 
qriON COAL OIL STOVE 


W. S. Thomson 

HARDWARE COMPANY 
Craif - Mi ss o uri 



No mart danger tbao a bmp aod oparatad 
ow tba samt principle. (tba wick atoaa— 
tbay art tba mfy mumM mm. 

GW at you tba baat whara you oaad If— 
coder tba food you ara cooking—and dm 
mi km for State. 

Tike ooa boma and try it—you wouH 
taka tw«ca tbt coat of it alyar you bare uaad 
ll a day. 


Fig. 46. 


In fact, the make-up of the true circular is very similar to that of the news¬ 
paper ad. The circular, however, must be more strikingly worded and pictured, 
for it must stand on its merit alone, while the newspaper ad is reinforced by 
the newspaper itself. For general make-up a circular should carry a tersely 
worded heading set in large type, a 5- or 6-line opening talk set in not smaller 
type than 12-point, and the articles featured should be arranged in some form 
of panel display, each panel being a separate ad unit. Figure 45 shows a 
very effective method of panel arrangement. Vertical columns broken by 
rules also form a neat, readable setting where there is a fairly large amount 
of matter to be considered. The great advantage of panel or column arrange¬ 
ment is shown by the lack of it in Fig. 47. 
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Fig. 46. A circular having the earmarks of careful preparation. Note 
the strength of the layout—its attractiveness and legibility. 





NO POKING. 
NO MUSS. 


Note the Outline Cut Below 

Folio* «*»• court* of »*• orrowt *ftd rou »•* |rHI|M of 

M**t R*C.»I.O" *nd float circulation ***r •moodrd to a Baa* Burner 

NOTHING AS EFFECTIVE EVER CONSTRUCTED. 


Take* the cold air from the floor where it 
the coldest, and 

Heats II Extremely Hot 


\ Patented Garland feature. 


Force* all the heat ri»ing from fire pot into 
your room. No apace above to atore up heal 
and waate it. 


\nd then discharges in the room from top of stove. 

NOTE THAT THIS HOT AIR FLUE is heated 
directly by the fire on one aide, and by the smoke 
and heat flues on the other side, giving tbc great¬ 
est resulta and still retaining A FULL HEAT 
RADIATING BACK OP STOVE. , 


Double Swing Coocr 

ABSOLUTELY CAS PROOF 


Fire never work* up into magazine. usually 
caused by leaky top covers. 


DISCOUNT FOR CASH 


BERNHARD & JANKE CO 


Successors to Saginaw Hardware Co. r East Side Store, 620-622 Genesee Ave. 




Fig. 47. A circular that fairly “ shouts.” Strictly speaking, the layout 
is rather a hodge podge affair, but it makes a certain forceful appeal in its 
own particular way. 
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CHAPTER XV 


Package Circulars. 

T HIS type of circular gets its name because it is enclosed in all packages 
leaving the store, whether taken by the purchaser, at the time of 
purchase or being delivered later. 

The package circular is usually smaller in size though its make-up is about 
identical with that of the ordinary circular. Store service is often featured 
by these circulars, and for that particular purpose they constitute one of the 
most effective mediums at the command of the hardware man, for they are 
seen when a person has the store uppermost in mind. 




Fig. 48. 


Fig. 4^* 


Figs. 48 and 49 show two neat package circulars, each featuring store 
departments. They were printed on brown and green stock in black ink. 

The package circular, though a profitable form of publicity, seems to be 
overlooked by a great many dealers. It should be borne in mind that the 
package circular, unlike other types of circulars, entails no expense in its dis¬ 
tribution. Parcels must be delivered and store delivery is a fixed expense. 
Although prompt delivery is excellent advertising in itself, it can be made a 
still more effective means of publicity by the regular issuance of package 
circulars. 

There is one phase of store service that should be featured most strongly 
in package circulars and that is the “ Satisfaction or money back ” thought. 
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Impressed upon the reader’s min d at the moment he is examining his pur¬ 
chase, this thought will go a long way in popularizing a store and setting it 
apart from establishments where there is one code of treatment for prospective 
purchasers and another code for customers who have a complaint. If used 
to emphasize this thought alone, the package circular would more than justify 
its expense of production. 

Package circulars are often printed on tinted paper, this serving to give 
them more individuality in form. 
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CHAPTER XVI 


Mailing Lists 

T HE principal thing to be said in regard to a mailing list is that every 
hardware dealer should have one. 

There are a great many kinds of mailing lists and a great many 
ways to compile them, but perhaps the most effective list is that comprising the 
actual store customers, for a person who has once purchased in a store naturally 
has more interest in anything pertaining to that particular store than in other 
stores where no purchase has been made. 

OBTAINING NAMES OF CUSTOMERS, PRESENT AND PROSPECTIVE 

It is an easy matter for a salesman to obtain the names of store buyers. 
When articles are bought on credit, the method is obvious. Where cash sales 
are concerned, the salesman must ask for the name and nine cases out of ten 
it is willingly given, if some plausible reason is advanced. For instance, the 
the salesman might state that the store issued certain interesting booklets, 
circulars, etc. or a store paper as the case may be. Or, he may say to the 
customer, “ Let me take your name so that I may notify you when our next 
special sale takes place.” 

Occasionaly a salesman will run afoul of a grouchy individual who will 
positively refuse to have his name put down on paper. It becomes a moot 
question whether or not such a party is a good prospect to work upon. But 
his name can be generally obtained if the salesman talks in a manner like 
this: “ Now, Mr. Blank, we have an excellent reason for asking your name 
and address. As you know, this store, unlike some others in town, makes 
a practice of refunding money on all purchases that may prove unsatisfactory 
to the purchaser. But our rules do not permit us to refund money unless 
the customer’s name and address appear on the sales slip. This is for your 
own protection as well as ours, as you may readily see.” Even a confirmed 
grouch doesn’t hold up for very long, in face of this method of persuasion. 
It’s money in his pocket, not to. 

Directories furnish an easy method of covering certain sections of a town 
or suburbs, but such a list is apt to be somewhat incomplete. 

Prize competitions, voting schemes, coupon ads all are productive of a 
great many fresh names. Of course the dealer must remember that lists of 
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persons who have never been customers of his store are much harder to work 
upon than the customer list. With such lists, results cannot be counted on wijth 
any certainty unless the offering made is extraordinary, for new ground must 
be broken and fixed trading habits overcome. People, generally speaking, 
do not “ shop ” among hardware stores as they do with the grocer, the dry 
goods store, the drug store, etc. They are inclined to stick to one hardware 
firm, unless they are convinced it is to their advantage to make a change, either 
temporarily or permanently. 

WHERE VIGILANCE IS VITAL 

Mailing lists, no matter how carefully compiled, must be watched. People 
are constantly moving and names and addresses must be revised from time to 
time. A mailing list not kept up to date is productive of a great deal of waste 
as well as unfavorable comment on the part of the recipients. 

The best method of installing a mailing list is by the card system. Each 
card should list one name, and being a separate unit may be changed from 
time to time or removed entirely. On each card should be entered the dates 
on which matter is mailed and also what sort of matter was sent. Such nota¬ 
tions will show at a glance what has been done. 

FLEXIBILITY OF A MAILING LIST 

The matter that is available for the mailing list is practically unlimited. 
Store papers, circulars, booklets, mail folders, letters all may be used effectively. 
The list should be addressed at least once a month. 

All matter that is sent to names on a mailing list should be printed neatly, 
for nothing so prejudices the recipient of mailed matter as a slovenly appear¬ 
ing announcement. Cheap circulars meant for house distribution should never 
be mailed. 

HOUSE DISTRIBUTION 

Of course when a dealer desires to cover a large area, house distribution 
is more economical. The cost of house distribution by a regularly established 
agency would be about $2 to $3 per thousand pieces in cities or towns; while 
for country routes, it may be from 50 cents to $2 per thousand higher. If the 
distribution is general, that is, includes business places, the rate is usually 
somewhat lower than for house-to-house service. In cities and towns, daily 
reports of the work done are usually furnished to the advertiser. 

The rates for distributing samples are from $1 to $4 higher (depending 
on size and weight) than for other matter. 

To ascertain the number of pieces of advertising matter required to cover a 
town of 10,000 or less population, divide the number of inhabitants by 4. In 
the case of large cities, the divisor should be about 5; for country routes about 3. 
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CHAPTER XVII 


The Store Paper 

S TORE papers vary greatly in size. Perhaps the best rule to lay down is 
to use the smaller sizes in the cities and the larger sizes in the small towns. 
Some of the small town store papers equal the weekly newspaper in size 
of sheet as well as in general interest. Fig. 50 shows a store paper of this 
caliber. The retailer in the small town has more need to make his store paper 
of good size owing to the keen competition of the mail-order houses. 


HILL CITT ADVERTISER 

P»HMm 4W TlwI h r tl M H . ««.*»«>» C — w y tlM —tt . 



Fic. 50. 


When the store paper is issued often, say weekly, its size may be cut down 
considerably. A weekly store paper for a city hardware store need not make 
use of more than 8 pages with a page size of 6 X9 inches or perhaps 8 X10 inches. 
The small town dealer need not use more pages, but he can use a larger page 
size, anywhere from 9X12 inches up to the size of the weekly newspaper. Of 
course with a newspaper page, it would hardly be expedient to use more than 
4 pages, or one-sheet_fold. If the paper is issued but once a month, which is the 
longest interval that should separate the publication dates of a store paper, its 
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size should be increased materially. That is, the longer the wait, the more 
matter there is to be included. 


MAKE-UP 

A good general rule to observe in selecting paper stock for the store paper 
is, the larger the size the cheaper the paper stock may be. For instance, in a 



Fic. si. 


small size, say 6X9, the stock item would not amount to much in a relatively 
edition and the dealer might just as well use a good grade of white 
machine-finished paper. Where the size approaches the dimensions of a 
email newspaper, it becomes evident that a fine grade of stock would entail 
a heavy expense. Moreover the cheaper newspaper stock carries out the idea 
of the newspaper better than would the more expensive stock. Page arrange¬ 
ment and good legible printing are more important than paper stock. 
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HARDWARE ADVERTISING FOR THE RETAILER 


IMPORTANCE OF PAGE DESIGN 

% 

The principal point in making up the pages of a store paper is to have 
them duplicate the appearance of a regular publication. To achieve this, 
the hardware dealer should first have the title he has decided upon lettered 
attractively or printed in large type and placed at the top of the first page as in 
Figs. 50 and 51. Then he should number and carry at the top of each page 
the name of the paper, as does a 
magazine. Next he should arrange 
his matter in columns. This is most 
important. Immediately the col¬ 
umn arrangement is gotten away 
from, the look of the paper changes 
and takes on the character of the 
circular. In other words, form in 
a store paper is vital, for you are 
utilizing this form to make your 
appeal more personal. 


SECURING THE EFFECT OF THE 
PUBLICATION PAGE 

The ads in the store paper 
should not interfere with this col¬ 
umn form too much. By this we 
mean that the ads should not oc¬ 
cupy more than one entire page in 
sequence. It is much better to 
arrange them so that they will Fic. 52. 

occupy only portions of the pages, as in Figs. 52 and 53. Then the effect 
of the magazine or newspaper page is secured. 

USE PLENTY OF ILLUSTRATIONS 

Plenty of illustrations should be used, but these for the greater part should 
appear in the ads as in Fig. 52. This does not hold true when the store paper is 
made up in catalog fashion, as in Fig. 54. Here the whole page is a series of 
small ads with no general reading matter. This form, however, is not so 
effective as that shown by Figs. 52 and 53, inasmuch as there is no reading 
matter to carry along the interest of the reader. It is very essential that each 
page should carry some reading matter. 
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EDITING 

It will require some little study to work out an editorial policy for a store 
paper, but once a general scheme has been outlined it will be a comparatively 
easy matter to make up the contents from time to time. In the •first place the 
hardware dealer must keep in mind the fact that the store paper must furnish 
reading matter of general interest as well as store news, otherwise it will be no 
different than the out-and-out circular. The newspaper ad is strong because 
of the interest the newspaper itself carries. Of course, store news and store 


Richardson’s Herald. 
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nek a Ian* total that wu «iak to thaak all 
‘oar matoowra tor tWlr good will ia extend- 
lac to as sack a lart* volume Wa ahall en- 
desvor, by haaffliac good goods aad giving 
fair treatment, to atrk aad obtaia aa in- 


•lieve yoa will proAt by trading with aa. W» 
wish to giro everybody eWire aatiafactioo 
aad will cheerfnlty auka good eny.nrticle 
, not proving as represented. Wo hops that 
tho pro s oot yoar may be.the happiest aad 
ptd fcoAuble yoa have over had. 

Keep Yoar Gf4L 

Hoag ool Cliagool No Matter what they 

•art 

Paahoal Siag oal Thiags will coom yoar 
way.. 

Sittiag dowa aad whiaiag never helps a bit, 
Best way to get there is by keepiag op yoar 

grit- 

Deal give op hopiag wbea the ship goes 
dowas 

Grasp a spar, or eometkiag—Jaat refuse to 

Dea't ib ink you're dying )ust because 
you’re kit; 

Sauls ia face of danger aad kaag to your 

grit. 

Paths die too easy—they Sort of fade away $ 
Make a little error, aad give ap ia dismay. 
Kiad of maa that's seeded ia the maa with 
ready wit; 

To laugh at paia aad trouble aad keep op 
bis grit. _ —[The Booster. 

The Iowa hea produces as mock wealth 
each year as the silver mioes of Colorado. 
Aad i hr hea isat making meek of a fuss 
aboot it cither. 


(NTS TO THOSE 



aothiag seed 
be said; bat to 
who art aot familiar wit> its amrita. 
wo wish to say that it wsart lo ag t r, covers 
more surface, aad fades lass thaa other 
paiata. Wa have sold U for tweaty years, 
aad would net have dooa so If it had aot 
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ads will predominate, but the proportion of reading text should rarely be 
less than one-third of the total amount of matter in the whole paper. 

See that the reading matter you use is breezy and cheerful. Get these 
same qualities into the store paragraphs as well. Even the ads should be 
written in a somewhat freer style than is desirable in the newspaper, though 
this should not be overdone. Clippings may furnish the bulk of the text, and 
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it is well to run a few columns of news matter pertinent to your locality. A 
certain hardware dealer conducts a social column every week in his store 
paper and he asserts it is looked for and read with great interest. Humor 
and anecdotes should be used generously. Short pithy paragraphs are great 
interest breeders. See Fig. 53. Note also the verse on this page. Note the 
attractive store talk in Fig. 52, and the interspersion of humor. Mark how 
strongly the ad stands out on this page. The interesting reading matter 
opposite carries it along. 

MAKING UP THE DUMMY 

The preliminary work is to lay out a dummy store paper, marking off the 
spaces that will be allotted to (1) general interest matter; (2) store news or 
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paragraphs, and (3) regular display ads. After you have decided on these pro¬ 
portions, you can clip most of the general interest matter, write up the store 
pointers and re-vamp your regular newspaper ads for the store ads. 

The title of the store paper is important. It is best to wait until you have 
mapped out your first issue before deciding upon a name. Some catchy title 
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is good if it can be made to be up to the store, otherwise a title on the order 
of that shown in Fig. 53 had better be used. But by all means stick 
everlastingly to the title you finally select, for the influence of the store 
paper depends almost absolutely upon its cumulative effects—its regular 
visitation in the same form. 

WIDE SCOPE OF THE STORE PAPER 

The store paper is a most effective medium for the announcement of special 
sales, store demonstrations, prize contests, etc. Reaching your customer or 
prospective customer by mail, the store paper suggests exclusiveness, and this 
effect may be further heightened by stating that the announcement is advance 
notice for the benefit of the regular readers of the paper. In passing, it is 
well to note that when used for this purpose the store paper saves the postage 
and stationery necessary when such announcements are made by circular letter. 
In fact, the hardware dealer issuing a store paper finds little use for the 
circular letter. 


HAILING 

As previously stated, store papers should be issued at least once a month. 
Any longer period will destroy the sequence of publication. It is better to issue 
the paper fortnightly or even weekly and make it smaller than to issue a large 
paper monthly. Every two weeks is the average interval of publication that 
is maintained by the city dealer, while the dealer in the farming districts finds 
once a week not a day too often for telling his story to the countryside. 

The best mailing wrapper for the store paper is the plain paper used by 
newspapers. The paper should then be folded twice the long way of the sheet. 

APPEALING TO THE FULL POCKETBOOK 

The mailing date of a store paper plays a vital part in its success. Every 
hardware man must work out this date to suit his own locality. He must 
mail his paper when money is most plentiful, for that is the logical time to send 
out a store publication. In the city, Friday and Saturday are the busiest days, 
so it is well to have the mailing or distributing arranged so that the papers 
are received not later than Saturday morning. In the smaller towns con¬ 
ditions vary. Market days, factory or mill pay days should be carefully noted, 
so that the store paper may reach the public when its purse is nicely rounded. 
The best of arguments often fail when directed at a lean pocket book. 


Digitized by ^.ooQle 



CHAPTER XVIII 


The Store Catalog 

M OST of those who have studied the problem of mail-order competition 
have appreciated the necessity of fighting the catalog house with 
its own methods. There are a great many arguments and plans that 
can be used as outlined in Chapter XXIX, but the most important factor is 
the catalog itself. 

In issuing an attractive catalog, the retailer uses the mainstay of the cata¬ 
log house business. He places in the hands of his customers a listing of articles, 
a large percentage of which, perhaps, the customer never thought were carried 
in stock. Then, too, this catalog becomes a reminder, as in the mail-order 
catalog. Also there is the opportunity of comparing prices. But just how 
to arrange this sort of a catalog has proved to be a problem to many hardware 
merchants. 

Taking the mail-order catalog itself as an example, we may outline the 
important points to be observed in making up a store catalog as follows: 

SIZE 

The size most favored by hardware merchants who are now issuing store 
catalogs is a page about 9X12 inches, which makes up in neat and handy form 
and is large enough to permit good-sized illustrations and ample descriptive 
matter. This is the important point. You do not want your catalog to 
compete so much in bulk with the mail-order book as in style and quality 
of make-up. A catalog 9X12 inches is a most handy size for study and refer¬ 
ence and with a hole punched in the corner of the book and string inserted, 
it may be hung up as a daily reminder. The number of pages in a store catalog 
will of course vary with the size and location of the store. For a small store 
12 pages would constitute an appropriate size. A large store drawing trade 
from outlying farming districts could make good use of 28 pages and even 
more. 

MAKE-DP 

First of all the store catalog should have an attractively designed cover 
in two or even three colors. This takes advantage of the mail-order principle 
of securing interest at the outset. The hardware merchant will find it a 
matter of economy to outlay some little expense on his cover, because this cover 
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may be used for a year at least and perhaps longer. Furthermore a standard 
cover of this kind will serve as a means of store identification and therefore 
become in itself a reminder. The cover should bear the imprint of the store 
at the bottom and some phrase strongly suggesting both the bargain and variety 
ideas should be used. The cover stock should be heavier than the inside pages. 
The inside pages of the mail-order catalog are a cheap quality of paper, very 



Fig. 55 - 


light in weight. The hardware man can go the catalog house one better in this 
detail of make-up, for both his catalog and edition are smaller. Consequently 
you should specify “ medium-grade machine-finished paper ” to your printer. 
The illustrations used in the catalog, for the most part, can be those furnished 
you by the manufacturers with whom you do business. The illustrative 
features should receive the most careful attention. When no cut is available, 
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better not use any rather than one poorly drawn, for it is in its illustrations 
that the mail-order catalog particularly excels. It contains hundreds of 
carefully drawn pictures to make the copy more vividly descriptive. You 
should do the same. Proper use of syndicate cut books will furnish you with 
many small cuts that are not to be had from manufacturers, such as tinware, 


JOHN C BURNEY, BOSTON. GEORGIA 



Fig. 56. 


garden tools, wire goods, etc. Make it your endeavor to illustrate every unit 
of text in your catalog. More often it is the illustrations in the mail-order 
catalog rather than the copy that really create the desire that leads to a sale. 

Perhaps the most troublesome detail in preparing a store catalog is deter¬ 
mining the page arrangement. Never leave this to your printer. The mail¬ 
order man doesn’t. You can add 100 per cent to the effectiveness of your 
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catalog by an inviting page arrangement. A study of mail-order catalog 
make-up reveals a uniform plan in page arrangement, varied by placing the 
display units in different positions. 

Mail-order catalogs have their pages arranged in columns about 2J inches 
wide. Prominence is given to any particular article by allowing it a space of 
two or more columns. You will more clearly understand what we mean by 
referring to Figs. 55 and 56, which are pages from John G. Burney’s store 
catalog, issued from Boston, Ga. Fig. 55 shows Mr. Bumey’s basic plan of 
page arrangement by balanced panels. Fig. 56 shows the panel arrangement 
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still adhered to, but two of the panels enlarged for emphasis as well as variety 
in make-up. 

Mr. Bumey’s catalog consisted of 28 pages, the page size being 9X12 
inches. 

Figs. 57 and 58 show the page make-up of a smaller store catalog issued 
by H. E. Stim, Morristown, N. J. Here Mr. Stim features his stock in groups, 
devoting a general talk to each group and simply listing the articles with 
prices. While this method is not so effective as illustrating and describing 
each article separately, it is an easy method for the dealer who does not care 
to issue a larger catalog. Mr. Stim’s catalog contained 18 pages, the page size 
being s|x8f inches. 

r 
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EDITING 

In the store catalog, the hardware dealer has little actual editing to do. 
Practically all he has to concern himself with in the way of editing is to see 
that the selling and descriptive talk on the various articles shown keeps to a 
certain standard. 

On the first page of his store catalog, the dealer should write an 
introductory word, outlining the purpose of the catalog, mentioning that it 
by no means covers the entire stock, and pointing out that there is little 


The Hardware Bulletin 

_fttbteted by E. K. Oww Pa._ 


Vtm. D. Milter H«*d S 


Sprifaod Smamar, I 


I take pWmn la pnailiiK this 
Hard warn Bulimia, aa li gtrwa aa ladrx 
to tte tea a ad rterarWr of tte alack 
(anted. IIjr eooaUat aka la to tev* 
Ite gooda ttet tte pabtia nai. wtea 
Iteywaat tte*. 

1 apai* aaitter lima nor ■oa»r to 
aua lor ay raatuaMn' waaia. I an 
roaataaUy eadaavuriagto idoan ***ry 
oaa ao ttet my rbala of frfcada will 
torraaaa aad ttet ttey will vaa tteir 


i my tetelt, anaaf 
arlgbboca. 

» dcacrtbaaaeh aad t 


7 ia ten waitiog tor you 
aaytbiag goaa wroog wc ante it rich! 
Immediately. ttea aad iter*. without 
qoaalloa, quibble or conlrorrrijr— 
without argxmaat. Our guaranty ia 
Iraa-dad, la nada 'anoa hoaor, aad la 
terted by tte eoaOdaoea aw ter* ii 
oar marrteadtea W• kaoar Iter* la 

■oar tetter aayarter* (or tte moaay, 
* teklad it 


a ciaaa good* 


artirlr aa it ia, aa I vaat te arraaa 
MxWtaiaad hr quality aad kiad or 
gooda ttet I otter to aall tten. 1 traat 
wrwry oa* hi aa koa a at , straightforward 
naaaar, jaat ite man a* 1 waatlo te 
treated. aad by 

scsir 

Ht mim i 

*l*d alaaa Jaaaary drat, aad I an 
■howtag good* to batter adraataga 
ttea *r«r bafora. 

I arill to glad to ahow you tkrouk 
ny at«r*, which would plan yoa aadrr 
ao obiigalio* to buy. 

Our Store's Guarantee 

Oar dalairioa of tte word Satte- 
Ibrtla* I* Wtea i lew I with Woteter't aa 
gi«aa la bia dhrtioaary. Ttera ara ao 
wary lag dr g i r a a of aattefar t loa eowa- 
Iraaarrd by aa, tte word noaaa Jaat 
oaa tblag—oboolate ooairainaat of 
owaaitely—aad la aa nark a part of 


My Creed. 

I batten la tte gooda I an wlllag. 
aad la ny ability to gat “taaulu". 

I batten la a "Square Daal" to all 
jaopte aad ttet tte baataais will 

I baiter* la “galUag iato aetloa.’* 

aot atewpiag; la baiag ctearfal. ao* 
mote eg. la booatiax. aot kaorklag. 
aad latte p l aaaaraof aalltaatoy gooda. 

I ball*** a ana gata what te goaa 
after. If te goaa afiar U; ttet oaa aaia 
te worth ala (*“ ■> — 


naa te dowa aad oat aatll te tea ten 


■ la tte gmt poaeibUItte* 
•f Utla roaalry, aad ttet all coafltet 
telwara capital aad labor will arrat- 
aally adlaat lualf aaU*factor t to all. 

I bail*** lacoartaay ; UWiadau**i 
la a freer gaaaroaity la all tkiag*; 
"teatlqa of tte “LawoC later* 
aad tor tte Nlhrtoil of 



Fig. 59. 


Fig. 6o. 


need to turn to the mail-order house for either variety or low prices. Such 
a talk will go a long way toward awakening the public to the advantages 
in trading with a home institution. In this talk the great advantage of 
seeing the goods before buying should be strongly emphasized. Also the 
fact that a local guarantee means a great deal more than the mail-order 
guarantee, for any dissatisfaction can be taken up and investigated in a 
fraction of the time and trouble it takes to correspond with the mail-order 
house and with more certainty as to the final outcome. 

Fig. 59 shows the opening talk used by E. K. Owens, Susquehanna, Pa., 
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in his store catalog. This talk brings out the advantages of local trading 
very forcefully and also outlines an admirable store policy in regard to treat¬ 
ment of customers. 

Fig. 60 shows a page from a store catalog issued by H. M. Scott, Armada, 
Mich. Mr. Scott believes in blending a bit of humor with his illustrations 
and descriptive matter. Provided this is not overdone, it is a good plan. 

In brief, the editing of a store catalog should concern the quality of its 
illustrations and descriptions and the appearance of its page arrangement. 
Once a style of page make-up is worked out and a standard of text matter 
decided upon, the dealer should find the compilation of the catalog simply a 
matter of time. 


MAILING 

. In issuing a store catalog the hardware dealer gains another important 
advantage over the mail-order catalog. He may make his catalog more timely 
by a greater frequency of issues. The mail-order catalog is issued but once a 
year. The hardware dealer will at least issue two editions of his catalog in 
spring and fall. And then he can easily get out special editions covering any 
particular line, as stoves, summer goods, house furnishing goods, etc., or to 
introduce some new goods. 

The mail-order house cannot make any such quick shifts, neither can they 
by their catalog method lay stress upon certain lines of goods at different times 
during the year. 

In getting out a special issue, the dealer can make use of a great deal of 
his old matter, thus lessening to a great degree the labor and time in preparing 
the issue for the printer. 


FREQUENCY OF ISSUANCE 

To obtain the maximum value from a store catalog the hardware dealer 
should mail at least two issues yearly, preferably in the spring and in the fall of 
the year. Many dealers issue four editions yearly: spring, summer, fall and 
winter. The spring issue features garden tools, agricultural implements, seeds 
and other spring necessities. The summer edition would play up refrigerators, 
hammocks, freezers, sporting goods, etc. In the fall stoves would be featured 
and in the winter a general listing of store stock. 

The store catalog should invariably be sent by mail. Left in a doorway 
by a house-to-house distributor it loses much of its dignity and importance 
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and comes down to the level of the circular, which is effective enough, but is 
looked upon as a transitory announcement. This defeats the real purpose 
of the store catalog, which is to be kept as a book of reference. Perhaps the 
best container for the store catalog is a neat manila envelope printed with the 
name of the dealer together with a few lines informing the recipient of the 
character of the contents. If the dealer does not care to incur the expense of 
an envelope, he can use simply a plain paper wrapper such as is used to mail 
newspapers and magazines. 
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Street-Car Advertising 

T HIS is a form of supplementary advertising that the hardware dealer 
should by no means neglect. Street-car cards are so brief and so easily 
read and seen so often that they make a strong impression upon the 
buying public. Especially effective are they in the smaller cities and towns 
where the passengers generally ride for considerable distances. 

Street-car advertising is most valuable in cold weather. At that season 
of the year the closed cars are in service and the cards are more conspicuous 
than in open cars. The passengers are more apt to read the cards in closed 
cars, because the view of the street is obstructed by window frames and other 
car fittings, and there is usually less interesting scenery along the route of the 
cars than in summer. 

CARD POSITIONS 

In closed cars, with seats running lengthwise, there is little choice of posi¬ 
tion. As a rule, the cards are shifted at regular periods, so that all the adver¬ 
tisers receive a uniform service. In the case of open cars, however, or in closed 
cars with the seats running crosswise, the spaces over the doors and windows 
at the end of the cars are much more valuable than the side spaces, as every¬ 
one can read the card directly in front. 

CARD SIZES 

The size of the street-car card is 11X21 inches, and by using a double- 
space card (11X42 inches) you can secure great prominence. Many retail 
advertisers do this, though the store should be a large one to justify the extra 
space. It would pay the hardware dealer better to use two regular-size cards— 
one on each side of the car—then, no matter on which side the passenger sits, 
one of the cards may be seen. 


CARD PREPARATION 

In getting up a car card, brevity is the watchword. Use large type, never 
less than 72 points in height, and feature but one or two articles. The car 
card is not as versatile as the newspaper and more than one or two articles 
featured will not produce the best results. Cards should be changed at least 
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twice a month. This will not cost much if type cards are used. Do not, under 
any circumstances, allow a card that is out of date to remain on display. This 
absolutely kills its whole effect. 

COST OF CARDS 

The rates for car advertising vary from 25 to 45 cents per card per month, 
according to the size of town and number of cars used and also according to 
length of contract. In the larger cities like New York, Philadelphia and Chicago, 
the rates are higher, running up to $1 per card per month. The cost of print¬ 
ing car cards will run from 4 to 15 cents per card, according to quantity and 
number of colors used. The small quantity of cards used by the hardware 
dealer will not permit the use of special lithographed cards, but stock litho¬ 
graphed cards, to be filled in with type, may be obtained through the local 
street-car advertising agency. 

In figuring on the use of street-car cards, the hardware dealer should keep 
in mind the fact that the circulation of an ad in a street car is equivalent to the 
number of passengers carried. So, as a rule, in a large town the rate per car 
per card will be higher than in a small town. Obviously, there are more cars 
in the large town, so both the cost or each card space and the cost of street¬ 
car advertising as a whole, increases with the population. 

DETERMINING NUMBER OF CARS TO USE 

If you desire to start in slowly you can simply use the cars on certain 
lines contiguous to your store, gradually branching out and using cars on subur¬ 
ban lines if results justify the increase. Frequently, not more than half the 
cars that a city agency offers run exclusively in the city and its suburbs. Unless 
the dealer wishes to reach out for country trade, he need use only those cars 
that run exclusively within the city and its immediate suburbs. Or, if wishes 
to economize, he may use half the cars, or only the cars on certain lines as 
before mentioned. All the cars credited to a town are seldom in continual use. 

CHECKING CARDS 

The hardware dealer should require a monthly report of the number of 
cars in which his cards have been inserted. If possible, the insertions should be 
carefully checked by some responsible person, and the attention of the agency 
directed to any omissions or incorrect locations. 
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CHAPTER XX 


Bill Boards and Painted Signs 

P OSTER advertising is a publicity force rather than a direct agent for selling 
goods. It is useful to the hardware dealer as a supplement to news¬ 
paper advertising for advertising some special brand or some feature of 
his business. The poster should never attempt to tell the details. Successful 
posters contain but few lines of reading. The slogan in designing a poster 
should be, “ he who runs may read.” Posters are given a glance rather than 
a reading. No one will pause in passing a bill-board to decipher a mass of 
small type on a bill-board poster and people in a public conveyance can’t 
stop if they would. Type, illustrations and the poster itself must be big and 
bold and printed in strong colors. An excellent [rule to observe is to put 
nothing on a poster that cannot be easily read at a distance of about ioo feet. 

DETAILS OF PRODUCTION 

Posters are usually lithographed; that is, printed from designs worked 
on stone. For all type displays, at least two colors should be used. Because 
of the great expense of producing multicolored illustrated posters, the hard¬ 
ware dealer cannot afford to order any but the plainer designs. But 45 large 
posters would be the necessary number to cover a town of considerable size; 
because of this small run it would not pay to use an elaborate and costly design. 
To eliminate this expense for the individual small advertiser, lithographers 
usually carry in stock quantities of stock designs with a blank space at the bot¬ 
tom for the name of the dealer. This form is weak, inasmuch as. it does not 
bring out the individual merits of the goods featured. Some manufacturers 
of hardware specialty lines furnish the hardware dealer with posters advertis¬ 
ing their product and having the dealer’s name and address printed in the 
lower portion. Often a small charge is made for these posters. Other man¬ 
ufacturers willingly supply them free provided the dealer will pay for posting 
them. 


POSTER SIZES 

The unit of poster measurement is the 1-sheet or whole-sheet poster. Its 
dimensions are 28 X42 inches. Listed in the following table are the regulation 
sizes that the hardware dealer would be likely to use: 
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Name 

No. of Sheets, 

No. of Sheets, 

Width in 

Height in 

Wide 

High 

Feet 

Feet 

1-sheet 

I 


3 h 

2$ 

2-sheet 

I 

2 

3 i 

4 § 

3-sheet 

I 

3 

3 * 

7 

8-sheet 

2 

4 

7 

9 


The i-sheet poster is used either upright or flat; that is, with its long side 
either vertical or horizontal. A poster larger than a 3-sheet is termed a stand, 
as, 8-sheet stand, 12-sheet stand, etc. When arranged in stands, the sheets 
are always placed flat. Posters smaller than i-sheet are called snipes. For 
bill-board posting the 8- to 16-sheet sizes are the most effective. One-sheet 
posters are largely used, but not so much for general posting work as for special 
stands, such as those found upon elevated train platforms in large cities. 

POSTER PRICES 

Lithographed stock posters are made in large quantities by numerous 
concerns and in a large variety of designs. A poster may be bought plain 
or cross-lined, or in other words with or without the address or title. The 
cost of cross-lining is, obviously, additional to the cost of the poster itself. 
Average prices might be quoted as follows: 


100 posters, or less. 

ICO “ “ . 

. $130 

. I.4.C 

( i 

200 

. < i 

. I. CC 

1 1 

*500 

IOOO 

i < 

. 2.00 

1 ( 

. 2 -55 


These prices are for each 28 x 42-inch sheet covered by the cross-lining, 
which means that if three sheets of an 8-sheet poster are cross-lined, the prices 
given in the table must be multiplied by three. Should the cross-lining be 
desired in two colors, the table figures should be doubled. If the words to be 
cross-lined are engraved on wood the effect almost matches that of lithography. 
The cost of these “ block cuts,” as they are termed, varies from $1.80 to $5.00, 
according to size. Local printers can print the cross-lining of small posters, 
but the lithographer must handle the large sizes. 

Posters are lithographed in as many as six colors; fairly good effects may 
be had with two colors, but four colors are uniformly more satisfactory. The 
following table lists average prices on this basis, including the cross-lining: 


Quantity 

i-sheet 

2-sheet 

3-sheet 

8-sheet 

25 

$2.75 

$ 4-75 

$ 6.00 

$16.50 

5 ° 

4-75 

8.50 

n.25 

29.25 

75 

6.50 

II.OO 

15- 50 

40.00 

100 

7 75 

14.00 

19.00 

50.00 
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The hardware dealer may obtain samples of posters at list prices with 
postage additional, thus enabling him to know exactly what he is going to get 
for his money. 

Lithographing concerns and some printing houses have the facilities for 
producing printed posters at prices much less than is charged for lithographed 
work. The following table furnishes an idea of the cost of printed posters: 


Quantity 

1-sheet 

2-sheet 

5-sheet 

1-color 

2-color 

1-color 

2-color 

1-color 

2-color 

IOO 

$ 4.00 $5.00 

$ 8.00 

$ 9-75 

$12.50 

$14.50 

500 

8.00 

9-25 

16.50 

to 

O 

to 

Ui 

26.00 

3125 

IOOO 

13-25 

15.00 

26.25 

30.00 

3500 

40.00 


BILL-POSTING RATES 


Bill-board publicity is under the control of the National Association of 
Bill-posters and Distributors of the United States and Canada. The members 
of this body own or lease the bill-boards, which are known as hoardings, in all 
the large cities and most desirable towns of more than 3000 population in this 
country and Canada. All the business connected with this body is conducted 
under strict supervision, and both rates and service can be relied upon 
absolutely. 

The unit of size in figuring bill-posting rates is the 1-sheet poster, and the 
unit of time is a 4-weeks’ continuous showing or display. The bill-poster’s month 
is four weeks and his year is 48 weeks. 

Bill-posting rates are, in general, determined by population, but in many 
instances this is not true. In a small town the rates may be as high as those 
in a near-by city of much larger population. This is because the bill-boards 
in the outlying districts of a large city are generally controlled by the same 
concern as those in the city itself. Even though this condition did not exist, 
the smaller town is usually so closely in touch with its larger neighbor that 
the higher rate in the former is warranted. 

The figures in the following table show the average cost of bill-posting. 
To these figures must be added the actual cost of the poster paper itself. 


Population 

Under 5000. 

5000 to 10,000. 

10,000 to 50,000 
50,000 to 100,000. . . 
100,000 to 500,000. . 
500,000 to 2,000,000 
Over 2,000,000. 


Rates per Sheet. 

Period, 4 Weeks 

• $ .05 
.06 
.07 
.09 
.12 
.14 
. 16 
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BILL-POSTOTG CONTRACTS 

The foregoing rates and information are on the basis of listed, protected , 
and renewed service. The terms of such a contract require the bill-poster to 
furnish the advertiser with a complete list of the boards occupied with his 
posters within three days of the actual posting. If this is not done, the amount 
of the contract is forfeited. The hardware man will often get longer service 
than he actually pays for because there may be no new paper scheduled to be 
posted at the expiration of his contract. The renewal clause stipulates that 
all posters which become defaced must be replaced by the bill-poster free of 
charge, provided new paper is furnished him. 

Another contract under the name of “ C. M. O.,” or Chance-may-offer, 
carries a rate of 4 cents a sheet for cities and country routes. Under this con¬ 
tract, posters remain uncovered at least a week and until the boards are needed 
for other paper. Renewals are not made and the service is not listed. 

Bill-boards in small villages and along country roads are termed Country 
Routes. The rates for listed, protected and renewed service for these locations 
are usually a great deal lower than city rates, though they may be the same as 
city rates if the controlling bill-poster operates in a neighboring city. 

DETERMINING COSTS 

To determine the cost of a showing, multiply the size of the poster in sheets 
by the cost per sheet. Next multiply the figures thus obtained by the number 
of posters to be used. For three months’ continuous showing a 5 per cent dis¬ 
count is allowed and for a six months’ continuous showing, 10 per cent. 

To afford the prospective bill-board advertiser some idea of the number 
of sheets required for different towns, the following table is given, which shows 
average requirements for various-sized towns: 


Town 

n 1 .. No. 24-sheet 

Population Po 4 sters 

No. t 6-sheet 
Posters 

No. 8-sheet 
Posters 

Des Moines, Iowa. 

86,368 

38 

50 

75 

Marietta, Ohio. 

12,923 

8 

12 

18 

Mauch Chunk, Penn.... 

3,952 

3 

5 

8 

Holyoke, Mass. 

57,730 

2 5 

40 

55 

Boston, Mass. 

670,585 

140 

200 

350 

Newark, N. J. 

347,469 

85 

IJ 5 

200 


It will be noticed that 24-sheet posters are included. For the purpose of 
the hardware dealer the 8- and 16-sheet sizes are large enough. The extra 
sheets represented by the 24-sheet posters may be added to the other sizes. 
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PAINTED SIGNS 

The standard height for painted bulletins is io feet, and the average rate 
is 50 cents per running foot of bulletin board per month. This price includes 
the painting of the sign. Special locations bring extra rates. The shortest 
contract made is for six months. Such a contract provides for one repainting, 
the yearly contract calling for two repaintings. 

Where the painted sign is on a dead wall, contracts are made on a yearly 
basis only. The price depends upon the location and number of signs used. 
It averages about 5 cents per square foot, including one painting. 
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CHAPTER XXI 


Talks to Salesmen 


A DVERTISING has performed and is performing so many great feats 
in selling that some merchants grow to look upon publicity as sort of a 
magic wand, which they need but touch to produce the desired results 
in sales. 

As a matter of record, the effect of advertising is greatly nullified and 
even rendered nil when it is not backed up properly. You cannot expect 
advertising to do the thousand and one things, more or less, that are essential 
to the actual closing of a sale. 

A forceful ad may bring a person to your store, but any one of a number 
of store conditions may prevent the sale. 

Beginning with the store salesman, we outline in succeeding chapters the 
various elements that unite to complete finally the work begun by the actual 
ad itself. 

After desire has been created by an ad, the first move on the part of the 
prospective customer is a visit to the store. If the ad has been well written, 
it has without doubt caused the visitor to form some definite idea as to either 
the article or the store. With this idea uppermost in mind, the customer-to- 
be comes into contact with the salesman. 


POWER OF PERSONALITY 

The salesman is your personal representative, and as such he represents 
to the customer the actual spirit of the store itself. The more a merchant 
realizes this great selling truth, the greater will be his prosperity. Perhaps 
80 per cent of the buying public are swayed by personality, and when this fact 
begins to dawn upon you, you will understand why it is possible to have a store 
irreproachable in equipment, yet one that makes little or no headway on the 
sales ledger. Unless a salesman reflects in his manner and attitude the policy 
outlined by the advertising, the advertising will never reach a maximum of 
efficiency. 


COMPLETING THE WORK OF THE AD 

It is not enough that a salesman be simply polite and courteous to the 
customer, though of course this is essential. The salesman must take a personal 
interest in the customer; he must be fully fa mili ar with the store’s advertising; 
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he should know the stock so as to be able to make his talk convincing. For 
many a customer comes into a store with doubt uppermost in mind and it 
devolves upon the salesman to eradicate this doubt, thus completing the 
argument of the ad. He must give something of himself to each customer, 
for is he not subduing, in a way, the will of another? The successful salesman 
often reaches home completely tired out; he has closed sales through sheer 
force of vitality. 


SALESMEN AND SALES SUGGESTIONS 

Many a time has the writer been attracted by an ad and visited the store, 
only to form a poor impression because of treatment received at the hands of 
uninformed or discourteous salesman. The hardware man should take careful 
estimate of his sales force, weed out the undesirables and coach the live men 
with a view to making the most of the store advertising. One hardware dealer 
of the writer’s acquaintance has done this so successfully that practically all 
his advertising is the result of suggestions from his salesman. They come 
into contact with the people; they have their ears close to the ground, so to 
speak, and their advice as to the things to feature and their suggestions as to 
treatment are of incalculable value in making up effective ads. 

KEEPING TRACK OF STORE ADVERTISING 

Each salesman should keep close tab on the articles featured in the news¬ 
paper and supplementary advertising. When a customer asks for this or that 
article that was advertised, the salesman should not have to spend five or ten 
minutes in getting information on the subject. He should be able to show the 
article immediately. 

After the ad, the salesman is the next link in the selling chain, and largely 
upon the degree of thoroughness with which he performs his work depends 
the success of the ad. 
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CHAPTER XXH 


Window Displays 

I MMEDIATELY a person enters a hardware store he is impressed favor¬ 
ably or unfavorably. There is no middle ground, and his thoughts sway 
either to the positive or the negative. 

Let us analyze the course of his thoughts. Before he actually enters the 
store he sees the store windows. The window is not always an accurate index 
of store character, for many a fine store belies itself on the outside. But it is 
important for two reasons that the windows impress the customer. First, 
so that he may not gain any unfavorable first impressions that might not be 
counteracted even by an attractive store interior. Second, to catch the cus¬ 
tomer who buys from the window, and his kind are legion. 

NEATNESS FIRST 

Perhaps the first requirement for an effective window display is neatness. 
Many a scanty window has won out by neatness alone. And many a gorgeous 
window has lost because of carelessness in make-up and in subsequent attention. 

After neatness comes interest. Displays can easily be made interesting, 
and without the aid of mechanical means, too, although mechanical displays 
have their place and a very valuable place at that. For instance, a complete 
tool display, neatly arranged, is bound to gain attention, while a few tools scat¬ 
tered in the window would not. Displays should be varied as much as is 
practicable. One article, however forcefully displayed in a window, will not 
attract everyone. The more articles shown, the more people you will be 
appealing to. But this does not advocate a jumbled effect for the store window. 
Proper relation is another thought to be kept in mind when arranging the win¬ 
dow. If you show a safety razor, show also accessories. If you show paint, 
show also brushes, color-cards, sample designs, etc. 

Don’t let the people see the same window for too long a time. Frequent 
changes in window display keep people on the “ qui vive they expect to see 
something new and usually will make it a point to look for the changes. 

REINFORCING THE NEWSPAPER WORK 

Window displays can be made to supplement newspaper advertising in a 
very effective manner. For instance, an ad features a certain article and 
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refers the reader to the store window. Many people who might not go in the 
store to see the article would stop at the window and if impressed with the 
showing, would buy. Thus the advertising and window display working in 
conjunction make a sale that perhaps either force singly would have failed to 
do. The newspaper ad creates a double interest in your window. Many a 
merchant has increased his sales through practical application of this adver¬ 
tising truth. 
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Stock Arrangement 

S TOCK arrangement is an important link in the sales chain. Although 
the newspaper ad, the store salesman and the window display working 
hand in hand may produce the first sale, it devolves largely upon stock 
arrangement to produce other sales to the same customer at the same time as 
well as future sales. 

Carefully displayed stock has still another function. It is often an unaided 
sales force, for there are many persons who come in a store simply to “ look 
around.” Tempting displays will unloosen their purse strings every time. 

SHOW YOUR GOODS 

By effective stock arrangement we mean both the showing of the largest 
variety of articles in a given space, and the display of these articles to the best 
possible advantage. The proprietor of the large hardware store may not be 
turning over his capital in proportion to the small dealer, simply because he 
may not be exposing to public view as many articles as is his smaller brother. 

Stock carefully arranged produces sales through serving both as a reminder 
and a suggestion. In reality, each counter, each case, each table is a separate 
ad telling its story silently but none less effectively to the customer. It is a 
well-known fact among department-store men that the first sale to a customer 
is often the smallest sale. 

The hardware dealer is fast realizing the effectiveness of department-stor$ 
stock arrangement and he is no longer keeping 50 per cent of his stock hidden 
down cellar, under counters or stowed away in drawers. 

He is using more counters, more all-glass cases, more tables, more compart¬ 
ment stands, more racks and other methods of bringing to light stock hereto¬ 
fore shut out from the gaze of the public. And he is discovering too that a 
principle is a principle whether applied to a department store or a hardware 
store; that people have the same habit of looking around a hardware store as 
they do in a department store. 

A REASON FOR SHIFTING TRADE 

One of the chief reasons why the department store has been able to win 
trade away from the hardware store is because of the superior arrangement 
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of department-store hardware stock. People always find the department- 
store display interesting; they are often repelled by a hardware-store display, 
or rather lack of display. 

In the lower section of New York City there is a hardware store which 
has practically all its stock display on broad counters and compartment stands 
and tables. The store is thronged daily with eager buyers, while on the same 
street two other hardware stores languish because they do not show the public 
what they have. People will be eager enough to buy if you show them what 
they should have, but when they can’t see with their own eyes anything worth 
their attention you can’t expect to sell them more than the one article which 
was the reason for their visit to you. 

Price-tabs help wonderfully in stock display. They do away with the 
need for the question that most people don’t like to ask unless they have made 
up their minds to buy. The practice of this simple basic truth is largely 
responsible for the building up the 5- and 10-cent store proposition to its present 
mammoth proportions. 
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CHAPTER XXIV 


Store Demonstrations 

T HE store demonstration is a thoroughly established retail custom, yet 
there are many hardware men who do not fully realize the value of this 
means of gaining the attention of the public. 

In the first place, a demonstration of most anything will interest people, 
for a demonstration signifies action and an imparting of information—two 
proceedings appealing strongly to human nature. So when the hardware 
man runs an attractive newspaper ad announcing a demonstration, he may 
be reasonably sure of a goodly gathering of folks in his store. So much for the 
power of the demonstration to attract people to the store. 

CASHING IN ON CURIOSITY 

Next is the value of having all these people in your store. The purchase 
of the article being demonstrated should by no means be considered the full 
measure of the demonstration’s success. You should bend every effort to 
transform these visitors into regular customers. Your efforts should not take 
the form of exhortation, however, but rather the subtle, unconscious appeal that 
is made by a well-arranged store, inviting display, cheerful clerks and other 
store niceties. 

Those who buy the demonstrated articles and will naturally stop and look 
around, and those who don’t buy will be still more inclined to look for some¬ 
thing that they may take home. Every store demonstration should, apart 
from selling or creating interest in a special article, sell other articles and make 
some permanent customers. 

ON THE OUTSIDE LOOKING IN 

Many store demonstrations are in reality window demonstrations. The 
weak point of the window demonstration is that the people are on the outside 
looking in rather than on the inside looking out. And this little difference 
means a whole lot when it comes to getting results. When you have a person 
in your store you have got many opportunities to sell him, but when he is 
on the outside you are simply appealing to curiosity, nine times out of ten. 
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Of course this statement refers specifically to the hardware store. Window 

demonstrations under other auspices may be 
more valuable. 

When you decide to inaugurate a demon¬ 
stration the fact should be announced in the 
newspapers, in your store paper or by circulars, 
and by show-cards in the windows. 


INTRODUCING UNFAMILIAR SPECIALTIES 

Store demonstrations are of wonderful 
value to the dealer who is pushing a special 
article which is not familiar to most people and 
whose price is relatively high, as in the case 
of the fireless cooker, electrical kitchen ap¬ 
pliances, washing machines, percolators, vacuum 
cleaners, etc. 

Newspaper advertising stimulates inter¬ 
est in these articles, but their actual opera¬ 
tion is very hazy in the minds of a great many 
housewives and they need to be shown to 
become enthusiastic. 

Fig. 61 shows an excellent demonstration 
ad for the fireless cooker. The heading quickly 
gains attention and the underlined invitation clinches the reader s interest. 
The second paragraph especially should cause the housewife to make an 
early inspection of the cooker. 

Fig. 62 shows a faulty construction for purely a demonstration ad. The 
text is very well handled, but the demonstration idea is not featured as it 
should be. As this is a window demonstration the ad is not so seriously 
at fault as it would be if it advertised a store demonstration. 

Fig. 63 shows a demonstration ad for percolators that is unique in 
its brevity and directness. From the wording, however, it is difficult to 
ascertain whether the demonstration is perpetual or limited to a _certain 
length of time. This distinction brought out would have lent greater force 
to the ad. 

Fig. 64 shows an unusually complete stove-demonstration circular. The 
striking feature of the circular is its illustration. The text is clearly worded 
and arouses a strong desire to inspect the range. So many points concern¬ 
ing the operation and efficiency of a range are such a mystery to many 
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Yoc win be amaaad at the taanM c bnpoaribfa 
thfafa it does. It BAKES and ROASTS food in Ha 
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in fad alone and marly all the time, and work. and 
all the bother. It requires no attention after the food 
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Pasadena Hardware Co. 
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STORE DEMONSTRATIONS 


housewives that this opportunity of having a range explained in detail 
should have met with a satisfactory response. 


A HOT 
IRON 


A COLD 
HANDLE 


To Taste Coffee 


Made hi the Untrcrml (Pocolator) 
tad know lor the fint time whet per¬ 
fect Coffee U like, ie worth lfeiog for. 
Won’t too cell end let m daaswmmatrf 


San Diego Hardware 
Company ta taa 


ZEE THC DEMQN&TRA TIOH 


Fig. 65 is a clean-cut demonstration announcement on vacuum cleaners. 
Note that it is a window demonstration. The vacuum cleaner is perhaps 
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Last year at thia time we held our first aonoal Booed 
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new aod old rostomers, and you ao excellent opportunity to 
meet your frieudi aod vi.it with them over a CUP OP GOOD 
HOT CO FPU SERVED WITH TEA BISCUITS, COOHES, ETC., 
all made 00 tbe Incomparable Round Oak Chief, The Perfect 
Cooking Range. 

Wa are makiog plana for a fine exhibit, aod most cordially 
Invite everyone in this vicinity to vieit our atore ou tbeeo date*. 
It makes no difference whether you expect to purchase a 
etove this fall or not. 


MR. FRED L. WELCH 


of the Estate of P. D. Beckwith will waist os at thia time, and 
will be pleaaed to explain to you. any detail 10 tbe construc¬ 
tion of thia wonJerful range, and show you why it is tbe 
moat perfect range construction.- These pictures are tru* to 
lift and you can prove our statements by bringing this ad¬ 
vertisement aDd,Tj*ntioiog every detail with the picture 
ebarte. 


A. E. PINNEY & SON 


GOOD HARDWARE 


Ithaca , Mich . 
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5AN ANTONIO 
HARDWARES 


SPECIAL 


SAN ANTON 
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DEMONSTRATION 

or THE rAMOVS 

RICHMOND 

SUCTION 

CLEANER 

//» our thorn window for one week, begmnmg today. Hm 
acme of perfection in a cleaning and sweeping device. Does 
away with brooms, dusters..etc., and the drudgery they bring. 

Don^Fa^to^See 

Thi^Machi^e 

Will send one to you* home and demonstrate if you wish. 

San Antonio 
Hardware Company 


SAN ANTONIO 
HARDWARE CO 


238-340 

W. COMMERCE ST. 


SAN ANTONIO 
HARDWARE CO 


U 


Fig. 65. 



| Two Demonstrations Saturday | 

Jewel Fireless Stoves 

Mrs. Wilbur will show lie many raioai why a 
modern kitchen U not complete without • Jewel fire leas 
cook stove How it saves fuel end food at well >• the 
koeackecpcrt time end temper, end kow nock better 
everything fs cooked. Come end teite tke many good 
thing* beked end roetred in e Jewel end leern how 
easily you may own one by joining tke Jewel Hooaebold 
Oeb 

Tke three-compartment Jewel fire lew cook store will be given nerey at I 00 p. m. 
Every housekeeper landing ie entitled to a free chance. 

White Sewing Machines 

Mr. H. 1L Hilton representing the White conrpanf 
e« special salesman and demonstrator, -will be is our 
store tomorrow, rcveeling the possibilities of the new 
White Rotary combination lock and chain stitch sewing 
machine. Mr. Hilton will do all kinds of fancy tewing 
including the moat bcautful embroideries, bem-etitching. 
Roman cut work, etc^-witk an cate and speed that will 
'surprise yon. H yon are interested la a new tewing 
machine, don't fail to see the modern Wkite Rotary in 



Fig. 66. 
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best demonstrated in the window, where there is plenty of light necessary for 
the onlookers to see how thoroughly the cleaner does its work. 

Fig. 66 shows a combination demonstration ad in which the personal 
element is played up strongly. The wording gets down to some interesting 
details. 

Apart from actually making sales, store demonstrations are a great aid 
to the dealer in popularizing his store. Few other methods compare with 
the store demonstration in causing a store to be talked about and watched 
with interest. For this reason alone, the demonstration should make strong 
appeal to the hardware dealer. 
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CHAPTER XXV 


Show-Cards 

A N outline of store efficiency would fall short of being complete without 
mention of those silent salesmen—the show-cards. 

VALUE OF THE SHOW-CARD 

The value of a show-card lies in the fact that it answers questions which 
might never be asked by the customer. Often a person notices articles in a 
hardware store but dislikes to ask about prices or information from two 
motives: (i) a disinclination to take up a clerk’s time when he is busy; (2) 
no decided intention to buy. 

But in numberless cases, were this information easily accessible, purchases 
would be made. It is by furnishing this information silently that the show¬ 
card so effectively complements the work of the store salesman. 

A CONDITION THAT SHOULD BE REMEDIED 

It is an unfortunate but absolute fact that the hardware dealer has been 
among the last of the retail merchants to recognize the value of the show-card. 
Yet he can use them just as effectively as does the drug store, the cigar store, 
the department store. Not only throughout the store, but in the windows. 

Show-cards in the windows are most effective in explaining window dis¬ 
plays and quoting prices. Scattered throughout the store they identify and 
explain many different lines. For counter use they complement many diverse 
counter displays. 


SIZE AND WORDING 

Show-cards may vary greatly in size from the large window card to the 
small bit of board quoting prices on some rack or table. 

When used for description, it is obvious that they must be worded tersely 
and to the point. Crisp statements or commands are more desirable than easy¬ 
going sentences. 


MAKE-UP 

The dealer should be most careful of the make-up of his cards. Let them 
be roughly lettered or unfinished board and they detract rather than add to 
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the appearance of the store. But give them to a man who makes a specialty 
of show-card writing and they will tone up and liven up a store as nothing else 
win. 



Fig. 66 a .—An Attractive Show Card. 


The dealer who uses show-cards has a force working for him at all times 
of the day, and as results from a show-card campaign may be easily tabulated 
they should at least be tried out. Many a hardware man has been astonished 
at what the show-card records told him. 
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CHAPTER XXVI 


Personal Calls 


P ERSONAL calls are the most limited, most expensive and most effective 
method of advertising. They can be divided into two classes—coun¬ 
try and city. 

COUNTRY ADVERTISING BY PERSONAL CALLS 

Because of the limited number of business prospects and the correspond¬ 
ingly smaller number of calls necessary to a thorough campaign of this nature 
the small town dealer usually develops it to a higher degree of efficiency than 
is found in the city. Many merchants have regular solicitors on their sales 
force whose work it is to drive from farm to farm seeking new business and 
building a closer relationship between the customer and the store. A cream 
separator or a sewing machine strapped on the back of these solicitors’ buggies 
is a common sight. 

SALES SUGGESTIONS THROUGH OBSERVATION 
While drumming up business on such items the need of a new kitchen range, 
a hay fork, an axe or a coat of paint for the house is often observed, and these 
direct pointers on future sales have proven most valuable. Direct sales more 
than pay for an investment of this nature and the good advertising that results 
from these business visits is all velvet. 

There is hardly a county in the United States where some hardware 
salesman is not representing his firm in this way. Concrete examples are so 
numerous that it is not more than necessary to mention this method of advertis¬ 
ing as a business builder. A hundred examples of the success of this kind of 
advertising can be found to one failure—it is the kind of advertising that gets 
down close to the hearts of men. It is the simplest, most easily understood 
method of publicity. It should be backed up from the store with follow-up 
letters and will bind customers to a business institution in such a way that it 
will take more than an even price and a pleasant talk to take them away. 

FOLLOW UP THE CALL 

The value of a call made on a country customer is increased immeasurably 
if a letter from the store reminds the farmer of the visit, and the mere fact that 
you have written about the subjects discussed makes a strong, lasting impres¬ 
sion, especially if it has to do with the purchase of merchandise. 
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Here is a fair example. Your salesman, Fred Brown, has called on farmer. 
Bums, who lives about eight miles out of town on a Rural Free Delivery Route. 
While there Fred learned that Bums owns eight milk cows and does not own a 
cream separator, that he is going to fence the back eighty in the fall and that the 
kitchen range needs a new fireback. He stayed for dinner. When Fred Brown 
reports at the store {and every business call should be reported to the store in 
writing ) this follow-up letter is sent out: 

Mr. Harry Burns, 

R. F. D. No. 2, 

Dear Mr. Bums: 

The Rural Free Delivery has thrown us in such close touch with one 
another that I must take advantage of it to tell you how much we appreciate 
the courtesies you and Mrs. Bums extended to our Mr. Brown on Thursday. 

Agreeable to his promise we are mailing you under separate cover a catalog 
of DeLaval Cream Separators. With eight good cows such as Fred Brown 
says you have, this machine No. XX will pay for itself in increased earnings 
to you inside of two years. In addition, it will save Mrs. Brown and yourself 
some of the most trying duties you have to perform. There is no washing 
of milk pans on the farm where there is a cream separator. The writer wishes 
to talk to you personally about this investment the next time you are in town. 
It concerns a special proposition I wish to make to you in person. 

Mr. Brown has also asked us to mail you our latest wire fence catalogs. 
It is a pleasure to do this, because we have sold two carloads of this fencing 
every year for the past three years, and it has corraled more friends for us 
than any other single article we sell. We have something new in gates and 
steel posts we want to show you when you and Mrs. Bums come in to talk 
about the separator investment. 

Our records show that your kitchen range is a No. 2756 R, which is the 
number that corresponds to the oven measurement Mr. Brown took when 
in your home. The fireback weighs 21 pounds and will cost 15 c. a pound 
delivered. This $3.15 is an investment that will lengthen the life of your 
range and ought to have your immediate attention. If you will sign the 
enclosed order we will get busy at once and have that repair in your stove by 
this time next month. 

Trusting we will have the pleasure of seeing you soon and again thanking 
you for the courtesies extended to Mr. Brown, we are, 

Sincerely yours, 

FIRM HARDWARE COMPANY, 
Frank S. Stearns, 

Manager. 
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Enclose this letter and a stamped envelope addressed to yourself. 

Firm Hdwe. Co., 

Attention Frank S. Stearns, 

Manager. 

Gentlemen: Replying to your letter of the ist, you may order one only 
No. XX fireback for my No. 2756 R Range. The price for this is to be $3.15 
delivered at your store. 

Very truly yours, 


There are two or three things about these letters worthy of attention. 

You have connected Rural Free Delivery up to your store. 

You have woven Mrs. Bums into your letter, which may mean more than 
any other part of it. 

You have excited curiosity about a special proposition on that separator 
which insures a visit to your store the first time these people are in town. That 
special proposition must not be a cut in price, but it can well be an offer of terms. 
Say, 50 per cent down and the balance spread over six months’ time. You 
can think of something special very easily, but you must create a curiosity 
that will cause this man and his wife to hunt you up on that particular subject. 

By the return letter you have written you have made the ordering of that 
stove repair the simplest thing in the world. 

Your fence catalog and your stove repairs should be followed by other 
letters. For instance, a brief note advising Mr. Bums that his repairs had 
been shipped from Chicago, New York or St. Louis, would keep him in touch 
with the transaction and with yoUr store. 

Every country hardware store in America should employ a stenographer. 
A few plain, simple letters to every-day people mean more to them than stacks 
of mail do to you. The next thing to personal contact is personal mail. The 
two are so closely related that they should always work hand-in-hand. 

It does not require a specialist to write these simple business letters. It 
does not require the services of a “ prohibit salaried ” man to make personal 
calls. The machinery for this kind of advertising is right in your store. It 
is up to you to use it. The time to begin is to-day. 

CITY ADVERTISING BY PERSONAL CALLS 

Many of the same reasons that make personal calls so effective in the 
country also apply to city advertising. 

Most hardware stores located in large towns draw their business from a 
comparatively small area. 
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The volume of business and the accessibility of these stores prohibit the 
use of space in metropolitan daily papers, where the advertising rates are high 
and the bulk of the circulation is waste to the small store in a suburb. A Pitts¬ 
burgh firm has handled this subject particularly well. When they opened 
a new store recently in one of the prosperous suburbs an “ Opening Day ” 
liberally advertised by a circular, by bill-boards and by very attractive window 
displays. Music and attractive souvenirs drew a big crowd from the imme¬ 
diate neighborhood who were unaccustomed to seeing hardware men do things 
that way. 


GETTING A MAILING LIST 

After the opening one of the officers of this enterprising store made per¬ 
sonal calls on every family in that section of the city. He introduced himself 
and made it plain this his mission was to find out if they had received one of 
the souvenirs that had been given away at the opening. Taking the name 
and address to mail the souvenir was a simple method of getting a very effective 
mailing list. This store published a monthly paper and where people had 
already received a souvenir their names and addresses were taken to send them 
this little publication. 

That 1350 names and addresses were obtained in this way shows how 
thoroughly the work was done. They were arranged alphabetically and were 
a real asset in that store. This list is brought up to date each fall about the 
time new leases go into effect and at each home a general talk about the store 
or a specific talk about some article produces results. 

Personal calls and follow-up letters have produced the friendly family 
spirit of the village in a suburb of a great city. The fact that there are more 
lonesome, homesick people in big cities than there are in small places is some¬ 
thing that is being used to build business. It is easy to advertise to people 
who are in a receptive mood. 

Most city people come from the country. Most city people were mighty 
lonesome their first year in town. They appreciated their first friends, and if 
those friends ran hardware stores they are still trading with them. 

The small hardware store in the big city faces a real problem in advertis¬ 
ing. Personal calls have warmed up some good business in some mighty cold 
places. Suppose you try it. 
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Store Openings 

A NNOUNCEMENTS heralding the inception of a new store are of vital 
importance. They must create first impressions. They must turn 
aside the current of established trade. Upon them largely depends 
a store’s successful start. The right kind of opening announcements will carry 
a store to the crest of the wave of popular preference, while indifferent opening 
ads will set back the store’s progress by several months, and it is the strain 
during this period that has nipped in the bud many a promising enterprise. 

Opening ads should be large in size, heavily displayed, and illustrated 
with several fair-size cuts. Large space is an essential, for the ad must be made 
entirely different in appearance than the average run of newspaper ads, and 
size is the chief factor in securing this difference. 
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store policy should be clearly outlined; details of stock, service, location, etc., 
should be brought out strongly. Something personal might be said of the 
store organization and perhaps photographs reproduced. 

The ads are always made more interesting and compelling when the 
arrangements made for an elaborate opening are described. 

These might include music by some local organization, special decorative 
features, souvenirs for every visitor, etc. 

Some merchants have made a gala time of their opening evenings. No 
goods were sold and the whole store force devoted 
themselves to the entertainment of the visitors. 

VALUE OF THE FOLLOW-UP READING NOTICE 

The first opening ad should be followed up 
by a newspaper reading notice describing the 
opening day or evening. Thus the people who 
did not attend would know of the success of 
the opening. This notice has the double effect 
of inducing to visit the store those who did not 
take advantage of the opening and confirming its 
importance in the minds of those who did attend. 

After the first large opening ads published 
a few days in advance of the actual opening date, smaller ads may be run, 
though they should treat the store as a new local institution. At least a 
week or ten days should ensue before the ads settle down to their regular work. 
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Spring Opening 
«»d Exhibition 
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The Ottawa Hardware Co. 


Fig. 68. One of the smaller open- 
ing ads. This is a good ad to run 
in conjunction with a large opening 
announcement. 
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Group Advertising 

A S its name suggests, group advertising is featuring several related 
articles in single ads. 

The great possibilities in group advertising are just being realized 
by the hardware dealer, for the ^hardware store above all other stores is 
peculiarly equipped to utilize this new style of publicity. No other retail 
business carries so many varied and complete “ lines ” as the hardware store. 

TWO BLADES OF GRASS INSTEAD OF ONE 

The purpose of group advertising is to sell several articles of the same 
nature to a customer instead of simply one article of a kind as is now the rule. 

Of course this statement must be taken in a 
reasonable sense, for a party who buys a stove 
is not necessarily going to buy a kitchen outfit. 

EFFECT OF THE SINGLE-ARTICLE AD 

To illustrate the actual working of this 
advertising plan suppose you glance over Fig. 
69, which is a group ad featuring bathroom 
essentials. First, let us consider the effect of 
this ad as opposed to the single-article ad. 
Supposing simply one or two bathroom fittings 
were listed. Such an ad would be passed abso¬ 
lutely by those who possessed the two articles 
advertised. Those who lacked the articles or 
one of them, would have their attention cen¬ 
tered on a prospective purchase of relative 
unimportance. Further, the appeal would not 
be broad and not apt to impress one strongly 
unless a special device were featured. Of 
course such an ad will sell goods, for if it 
didn’t the whole principle of selling goods would go right to smash. But the 
point that should be kept before you is that the ad itself by reason of its 
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limited appeal will sell only the article featured. Whatever else the sales¬ 
man or store itself may suggest and sell cannot be credited directly to the ad. 

So the two-article ad in this case would represent considerable lost motion— 
it would fall short of utilizing the space occupied to its fullest productive extent. 

EFFECT OF THE GROUP AD 

Now consider the group ad. Read the opening talk of Fig. 69;] note 
the exhaustive listing and the special price offerings. Here are three elements 
nicely utilized. The opening talk suggests immediately not a single article, but 
the improvement of the bathroom as a whole. This appeal is broad enough 
to interest everyone. The natural thing to do is to run over the list, making 
mental notes of what is lacking in our bathroom. Then the shortcomings of 
the average bathroom begin to force themselves upon the notice of the reader. 
How many bathrooms, for instance, have a hamper, a whisk-broom holder, 
a thermometer or glass shelves. Yet all these articles once installed would 
become indispensable, and the way to bring people to a realization of similar 
needs and shortcomings lies in the publication of such comprehensive ads as 
this one—or in other words by group advertising. 

Moreover, it does not require a mathematical genius to figure out that 
$10 can be spent in the bathroom on just such little conveniences before one 
realizes the fact. Such an expenditure multiplied by a large number of sus¬ 
ceptible newspaper readers means substantial profit for the dealer as well as 
satisfaction for the purchaser. 

APPLICABLE TO MANY HARDWARE LINES 

Group ads may be easily made up for many other lines of hardware. Safety 
razors and accessories, garden equipment, kitchen helps, paints, varnishes and 
brushes all would make ideal material for group ads. 
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Holiday Advertising 

T HE holiday season is the harvest time of the retail trade, and every 
hardware merchant should see that his holiday advertising carries 
the Christmas spirit. The buying of Christmas gifts is largely a 
matter of pertinent suggestion. This quality should be injected into every 
newspaper ad and all printed matter published to attract Christmas shoppers. 

The hardware store offers a wide range of gift selection, and furthermore, 
the dealer’s advertising will be supplemented by the manufacturer’s Christ- 


Fig. 71. 

mas publicity. The newspaper ads should be so written as to draw the reader 
into the store, where appropriate counter displays, show cards and capable 
salesmen will complete the work of the ad. The leading articles carried 
in stock and likely to be selected as gifts should be mentioned in each ad. 

Fig. 70. The Christmas make-up of a store paper. Note the profusion of 
illustrations and prices. 
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Fig. 71. The headline of this ad is to spur to action. The articles listed 
make very desirable gifts and are well presented in the copy. 

MAXIMUM NEWSPAPER EFFICIENCY 

Larger space should be used. The hardware man should not forget 
that this is the one time of the year when newspaper advertising reaches 
the maximum of efficiency. Everybody is hunting through the newspapers 
and magazines for the solution of the Christmas-gift problem, and carefully 
planned, suggestive retail newspaper advertising at this time will surely mean 
a big harvest for the hardware dealer. 


LATE ADVERTISING FALLS SHORT OF THE MARK 

Three or four days before Christmas retail ads are seen with various 
exhortative headlines. This urging would be more productive of results if 
started earlier, say after the first week in December. Observance of human. 
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Fig. 72. A well-arranged Christmas ad suggesting useful and high-grade household gifts. The cuts 

balance nicely. 


nature shows that very late Christmas advertising falls short of the mark.. 
The person who puts off until the last minute the buying of Christmas gifts 
is generally in such a chaotic state of mind that advertising makes but a 
' faint impression upon him. His eleventh-hour method, generally speaking, 
is to rush indiscriminately among the stores in hopes of finding something to 
his idea. He is too worried to sit down and calmly peruse an ad. If, how¬ 
ever, he had been urged a week or ten days before Christmas to make his. 
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selections, the ad would leave a stronger impression upon him. He would take 
time to visit the store and look over the articles offered. Some very strong 
copy can be written around this' point, and the earlier it appears the more 
business it is going to bring to the advertiser. 
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Fig. 73. 

Fig. 73- A unique setting for a Christmas ad. Note the diversity of 
articles listed. Some of these articles are hardly appropriate for Christmas 
gifts, however, and in this regard the ad is weak. 

SPECIAL CHRISTMAS LITERATURE 

In the matter of special Christmas literature, it would be an excellent 
idea to get out a Christmas folder suggesting gifts for every member of the 
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family, for example, a revolver for the man of the house, a chafing dish for 
the housewife, skates for the children, etc. A folder of this nature sent out 
early in December would prove a business getter. 

Some Christmas show-cards suggesting certain gifts should be placed 
prominently in-the windows. A little systematic effort along these lines will 
sell a large quantity of goods at this time of the year, for gifts must be 
purchased and the store on hand with the most pertinent suggestions is the 
one that will attract the most Yuletide trade. 
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Fig. 74- 


Fig. 74. A strong, well-balanced display. The heading is particularly 
appealing. The “ suggestion ” panel gives the ad a longer reach, so to speak, 
by calling to mind articles not listed and described. 

HINTS FOR AFTER-CHRISTMAS CLEARANCE SALES 

How often have we heard our friends say: “ Well, I think I will wait until 
after the holidays. Things take a drop then and I can buy that cheaper.” 
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This and similar expressions which are heard throughout the country immediately 
following Christmas reflects a belief and state of mind on the part of the 
purchaser that is just as sure to be as is Christmas itself. 

Without going into the psychology of this state of mind, but simply 
admitting it to be so, the thing to determine is how best to present the 
after-Christmas sale. 

The chief essential of such a sale is timeliness. Inaugurate the sale as soon 
after the holidays as possible. The force of the announcement is strongest then. 
While, as stated previously, the public expect such a sale, be careful to advance a 
plausible reason for the price reductions. Of course, the main reason will be to 
clean up the Christmas goods, but this simple statement may be amplified in a 
great many ways so as to lend more interest to the sale announcement. For 
instance, if you can place on sale a large number of articles, you can state the 
large stock to be moved will necessitate more than ordinary price reductions. 

SUGGESTIONS FOR THE LAYOUT 

The physical make-up of the after-Christmas sale ads should border on 
the sensational. Such effect may be secured by the use of flaring display 
heads, prominent sub-displays which list the articles on sale and the use of 
more than the ordinary amount of newspaper space. To make these sale ads 
do double duty it would be well to include in them an invitation to look over 
new goods for the spring and late winter. 

PRESTIGE A CONSIDERATION 

It pays to run a strong after-Christmas sale ad even if you have but a 
limited offering. Even if you don’t make much profit, you will add to 
your local prestige—people will come to look upon your store as a progressive 
institution, alive to the demands of the times. 
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Mail-Order Principles and Methods 

A MAIL-ORDER house or a catalog house is a business firm whose sales 
are closed by mail over an unlimited territory. This does not mean 
that the actual goods are sent by mail, but that every customer sends 
in his order by mail. 

This is the fact that should be foremost in the mind of the hardware dealer 
who is making a fight against mail-order competition. That a person should 
buy of a mail-order house rather than of his local dealer indicates but one thing, 
and that is the mail-order has made a stronger bid for his business, for every¬ 
thing should balance in favor of the man on the spot—the hardware dealer 
himself. 


AIT ERRONEOUS DECISION 

When a hardware man decides that lower prices are entirely responsible- 
for mail-order success, he is underestimating the business equipment of the 
mail-order house and doing himself a grave injustice. For let it be known 
here that the mail-order house relies mainly on a great many other basic prin¬ 
ciples of appeal aside from the price lure. 

Really, if the dealer but realized it, the price argument of the mail-order 
house can be met in such a manner as to strip it of its glamour. Just how 
this may be accomplished is outlined in the second division of this section. 

ANALYSIS OF MAIL-ORDER APPEAL 

A careful analysis of mail-order methods discloses the fact that every 
up-to-date advertising and selling appeal is made use of. 

The first move of the catalog house is to advertise extensively with the 
ultimate view of getting inquiries for its catalog. This advertising is prepared 
in a thorough manner, and it is small wonder that it does its work. 

The next step in its bid for business is the sending of the large catalog. 
In the make-up of this catalog, there is apparent a definite working plan. The 
catalog is exhaustively indexed and divided up in sections. Prefacing each 
section are talks that would win business for the hardware dealer just as it 
does for his competitor. In other words, the mail-order house does by those 
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talks and its other methods exactly what the hardware man could do if he 
would but apply them to his own business. 

These general talks in the catalog correspond to the store talk which any 
merchant can use. Their aim is to create confidence and to impress the buyer 
with the superiority of the goods he is asked to purchase. Some hardware 
men who have not studied the mail-order catalog might be greatly surprised 
to know that the catalog-house harps on quality much more than price. 

Following these general talks are the actual descriptions themselves. And 
these complete and forceful descriptions sell goods more often than the price 
does. Every superior point is brought out, every detail of make-up touched 
upon, every use for each individual article suggested. The reader gets a com¬ 
plete mental picture—nothing is left to his imagination, and what cannot be 
told in the text is conveyed by the illustration. Thus we have the mail-order 
catalog made up in reality of many different, complete ads, any of which pub¬ 
lished separately would bring business. If price alone would do the trick, why 
these careful individual presentations, prefaced by general introductions? 

COMPLETE LISTING ESSENTIAL 

Another reason for the potency of the mail-order catalog is the variety 
of goods listed. In so far as hardware is concerned, the mail-order catalog 
does not list so many more articles, and in some cases not as many, than are- 
found in the modem hardware store, but every article of hardware carried 
is listed, which is not true of the advertising of all hardware dealers. 

People like variety for the suggestions it gives them, and no one better 
realizes it than the selling genius of the catalog house. 

THOROUGHNESS OF MAIL-ORDER FOLLOW-UP 

Further, no business house follows up a customer more thoroughly than 
the mail-order house. Let it not be supposed that the mail-order people believe 
that one sale makes a customer and the catalog does the rest. The catalog 
might grow dusty on the shelf if it were not constantly brought to attention 
through a carefully devised follow-up system. When it’s time to buy imple¬ 
ments, the mail-order house sends out a timely bulletin; when summer goods 
are in demand along comes a supplement of summer equipment taken from 
the catalog; the mail-order buyer is reminded from time to time by bulletins, 
supplements, circulars, announcements and form letters. In other words, the 
mail-order house neglects no opportunity to impress its importance on the minds 
of its customers. It works on the belief that “ to have and to hold ’’are 
distinct and separate propositions. And it would not go to the expense and 
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effort such a stand entails were its prices so overwhelmingly lower than 
those of its competitors. 

LOW PRICES NOT THE CHIEF APPEAL 

From this outline of the mail-order methods, it can be clearly seen that 
the catalog-house does not rely implicitly upon low prices to make sales. Of 
course, it plays up price, but hardly to a greater extent than many retailers do. 
In fact, as will be shown presently, its prices when transportation is added are 
a great deal higher than is generally supposed. But by utilizing department- 
store methods of price listing, the impression to the contrary is given. 

With the foregoing analysis of mail-order appeal in mind, the reader will 
more 'keenly appreciate the methods outlined in Chapter XXXI for beating 
the catalog-house at its own game. 
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How to Meet Mail-Order Competition 

T HERE originated somewhere at some time that pearl of wisdom entitled, 
“ Every knock is a boost.” As would be said in baseball parlance, the 
“ batting average ” of this axiomatic statement is so high that it may 
be well accepted in its literal sense. 

Some hardware men still believe the most effective way to fight mail¬ 
order competition is to use the most violent exhortations against the mail¬ 
order principle of selling. Such a method is positively futile. Instead of 
convincing the people that there is little economy in mail-order buying, the 
dealer simply weakens his case, for people begin to suspect there is method in 
his procedure and that he cannot compete with the catalog-house. 

FIGHTING FIRE WITH FIRE 

To meet mail-order competition, the dealer must make use of mail-order 
methods, and that is not so difficult a matter as it would at first seem. 

In his anti-mail-order campaign the dealer should first open fire on mail¬ 
order prices. As we have stated, price is not the main appeal of the mail¬ 
order house, but every mail-order buyer imagines he is buying a little cheaper 
by mail than he could locally. And people will continue to believe this until 
the hardware dealer shows them the fallacy of such a belief. If you should 
examine carefully prices and terms in a mail-order .catalog you would discover 
the following significant facts: 

(i) That the mail-order house features low-priced leaders as a lure, exactly 
after the fashion of the department store. 

(2) That the lowest figures in a mail-order catalogue are quoted on goods 
made in factories controlled by the mail-order house. 

(3) That these low-priced articles are general specialties and represent 
merely a fraction of the modem hardware stock. 

(4) That prices on staple goods when transportation is added are as 
high and sometimes higher than prices quoted by the average hardware store. 

(5) That low prices are featured at intervals throughout the mail-order 
catalog to give the impression of great saving, while in reality only a few of 
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such specially priced articles could be used by the mail-order buyer. But 
this general impression seems to blind the reader to the fact that the gross price 
of the bulk of mail-order goods is normal. 

(6) That only in the case of the more costly articles can examination be 
made before purchase and that this examination at the freight office must be 
at best hurried and superficial. 

(7) That money, time, trouble and delay are necessary to make good defec¬ 
tive material, making it cheaper in the end for the mail-order buyer to have any 
needed repairing or changes made at home. 

(8) That low prices are often made possible through combination shipments. 

It is within the dealer’s power to show the weakness of the mail-order 

method of pricing and to offer more advantages right at his own store. But 
unless he does it, the knowledge of how to do it will be of little value to him. 

CUTTING PRICE ON “LEADERS” 

The fact that the mail-order house features leaders gives it no advantage 
over the local dealer. The hardware man can do the same. Every so often 
in his newspaper ads or printed matter he should put a special price on one 
or more articles. The trade he would gain by so doing would offset the loss 
on individual sales. 


A DEADLY PARALLEL 

As to the fact outlined in paragraph (2) the dealer can point out by com¬ 
parison that the slightly higher price on the goods he sells is offset by their 
better quality and reputation. He can clip a page from a mail-order catalog 
listing a mail-order factory-made vehicle or implement for instance, reproduce 
it in a circular, placing it and his own article and description side by side for 
comparison. In most cases the comparison would be in favor of the dealer, 
but if such a comparison is never made, how are people going to detect differ¬ 
ences, especially farmers in outlying districts who often buy mail-order imple¬ 
ments and vehicles without comparison. 

Paragraph (3) can be turned against the enemy with telling force, as it 
will destroy the impression that all mail-order hardware articles are priced 
low. By inviting mail-order price comparison on hardware with his store 
catalog, the dealer will win over many confirmed mail-order buyers. 

Why transportation is quoted separately 

Paragraph (4), if played up strongly, will show the mail-order buyer the 
folly of being attracted by the quoted prices in a mail-order catalog, which m**an. 
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nothing, as mail-order goods are rarely bought at quoted figures. It will show 
the mail-order buyer that he can pay more for an article of hardware at his 
local dealer’s and still be buying cheaper, due to the elimination of transportation 
charges, than he would have to pay the catalog house. This is a vitally 
important point as many people fail to realize that in paying transportation 
charges they are paying so much for goods bought. Where a mail-order price 
does include transportation it is that much higher, and that is why mail¬ 
order prices and transportation are quoted separately. Examine any mail 
order catalog and see how often you find “ postpaid ” or “ freight prepaid.” 

In sandwiching “ bargain prices ” in between regular prices as outlined in 
paragraph (5) the catalog house utilizes a valuable selling device. The 
hardware dealer can do the same thing in his catalog with as forceful an effect. 

CONFIRMING A DESCRIPTION 

Paragraph (6) outlines the great weakness of mail-order buying. Only 
certain goods may be seen before purchase and then the examination is usually 
made too quickly to be effective. Furthermore the mail-order buyer cannot 
try out the article and when he finds it doesn’t exactly suit, return it or have 
it altered except at great expense, as he can in buying locally. And on the 
smaller goods he must go it blindly, relying on descriptions and illustrations 
which while excellently worded and shown are more or less overdrawn. 

In the case of home trading, the buyer may be attracted by description, 
but he may have this description confirmed before he makes the actual purchase. 

SAVING TIME AND ENERGY 

In utilizing paragraph (7) the hardware man can conclusively illustrate 
the great advantage of home trading. He can show that his store stands 
back of every purchase and that in case of any needed alterations or repairs 
all that is necessary is a visit to the store, and not an interminable corre¬ 
spondence with a house a thousand miles away. 

Every hardware dealer can feature combination purchases (paragraph 8) 
and a great many now make it a specialty. By selling certain articles on this 
basis, prices may be clipped to meet the mail-order combination offerings. 

DUPLICATING THE MAIL-ORDER AD 

The next mail-order method for consideration is the advertising which 
first attracts prospective mail-order customers. The hardware man may parallel 
the effect of this advertising in his newspaper work. Many dealers are now 
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featuring their store catalog in their ads. By this method the dealer can place 
his catalog where it will be working against the mail-order catalog. 

The mail-order catalog method of presentation and description as described 
in Chapter XXX may be utilized by the hardware man in his store catalog. 
Chapter XXXI will furnish him with concrete suggestions in the preparation 
of his store catalog which is perhaps the most effective means of acquainting 
the public with the scope of his store. 

CORRECTING A FALSE IMPRESSION 

Further, the store catalog will duplicate the variety appeal of the mail¬ 
order catalog. Often the chief reason for mail-order trading is because the mail¬ 
order buyer presupposed that in the local store he could not find the variety 
of listing offered by the catalog house. This impression is due, no doubt, to 
the fact that a hardware store rarely has on display its complete stock. But 
the store catalog would correct this false impression 

° 1 AAAAA AAAA lA XAlAAlAlAAlA 

by the completeness of its listing. 

PERSONAL SERVICE 

In the matter of service, the hardware dealer 
is far better equipped than the mail-order house. 

Personality is lacking in the mail-order trading 
and subsequent advice and service after purchase 
is bound to be more or less stereotyped and in 
any event slow and involving trouble and expense. 

RETAIL FOLLOW-UP MORE EFFECTIVE 

The hardware dealer can follow up his cus¬ 
tomers fully if not more effectively than the mail¬ 
order house. He can issue his store catalog twice 
a year instead of the once-a-year mail-order catalog 
and between the dates of issuance he can fill in 
with his monthly store paper, circulars, folders and 
newspaper advertisements. In other words he can 
keep himself before local buyers practically every day in the month. 

THE HOME TRADING IDEA 

A method of appeal that the hardware man can use with varying effect, 
dependent on local conditions is the home town boosting idea. By appealing 
to local pride, he can show that money spent in a locality ultimately improves 


Are You a 
Danbury Booster 
Or Blighter? 

If you earn your living in Danbury 
If you are doing business in Danbury you 
should attitl in Danmiry't prosperity 

You-CM help make Danbury prosperous <b r 
being comMcm in your action and your talk and 
your buying 

You can blight Danbury by knocking and *by 
•ending to Chicago or Buffalo or elsewhere for 
your supplies 

Danbury's merchant* carty |utl aa large 
•lock |u*t a* good a**ortment as you want, anti 
at just at low prices aa the mail order houses for 
just jhe same quality merchandise. 

Danbury’s Greatest Store 

it full of merchandise in its many departments 
Refrigerators, law* mowers, garden hose, oil and 
gasoline stoves harr.-nocks and porch couehcs, 
crbqoet, paint wood finishes, auto supplies., 
builders' hardware, ranges, tools, contractors 
supplies, chandeliers. 

Ike five aol Tea Ceil Depirtneil 

contains nearly a million articles There’s hjfdly 
a thing in hardware, farm supplies, garden seeds 
sod tools, and kitchen utilities but what is to bo 
found here. 


DANBURY HARDWARE CO.. 

Mf tftl MAIN STREET. 
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that locality. Many strong ads can be written on this subject. Fig. 75 shows 
a strong newspaper ad appealing to local sentiment. 

MAKE USE OF MAIL-ORDER METHODS 

The purpose in giving this outline of mail-order methods and ways in 
which to utilize them is to impress upon the dealer that he must fight fire 
with fire. Each individual dealer will vary his methods to suit his particular. 
requirements, but if the methods he uses parallel those of the mail-order 
house he is bound to more than hold his own against mail-order competition. 


Digitized by Google 



CHAPTER XXXII 


Special Sales and Cut Prices 

T HE lure of the bargain is strong. As long as human nature remains 
as it is, people will respond to the special-sale ad. The hardware man 
who realizes this takes his stand on middle ground when it comes to 
cutting prices. He neither agrees with the dealer who is eternally cutting prices 
on everything nor with the dealer who doesn’t believe in cut prices and never 
rims a special-sale ad. He simply recognizes the power of special sales and cut 
prices used rightfully. 

Fortunate indeed is the hardware man who uses cut prices as a means to 
an end and not for the sake of competition. For when cut price is the basis 
of competition, the sales foundation is weak and trade shifts over night. 

AVOIDING THE “WOLF” CRY 

The successful hardware dealer is he who sells on a quality basis—quality 
of goods and quality of service. But this same dealer knows that occasional 
special sales and cut-price specials bring him new trade, please his regular 
customers and create a keener interest in his store. As before stated, he uses 
cut prices as a means to an end. The fact that such a dealer is doing business 
on a quality basis lends more force to his cut-price announcement, because 
people soon learn that a store cannot cut price indefinitely and maintain a high 
quality of goods and sendee. This is an absolute fact. Everyone flocks to 
the high-class store where a sale is on because they know the announcement 
is not a “ wolf ” cry—a bait to get business. 

MAKING PEOPLE WATCH YOUR ADVERTISING 

No merchant can afford to ignore the special sale. It is perhaps the most 
effective single means of acquainting people with the values you have to offer 
in all departments. One of the desirable results of the occasional sale is that 
it keeps people on the “ qui vive ”—your ads will be noted more carefully and 
this means increased sales at regular prices. 

In fact, the special sale is sort of a notice to the public that your store is 
a live one. 
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The form of the special sale varies greatly. There is the big seasonal sale 
affecting all departments run but a few times during the year, the periodical 
sale, the special time-limit sale on certain goods, the day price specials listing 
but a few articles, and a host of other sales held for one reason or another. 

STATE THE “REASON” 

The keynote of any sale of any proportion is its name—the reason 
for its being. 

People want to know why a sale is being inaugurated, and if they are not 

told, the sale ad loses a great deal of its 
force. Of course this would not apply to 
small weekly or day sales. The heading and 
opening talk should bring out the reason for 
the sale. 

Another vital essential of the sale ad is 
thorough description. Many dealers think 
that a reduced price calls for a little descrip¬ 
tion, but in this they are absolutely wrong. 
A sale article should be treated even at greater 
length than the regularly priced goods, for the 
average person is just a little doubtful about 
any cut-priced article and needs to be inspired 
with confidence by careful description. 

The former selling price of a sale article 
should always be listed. A special price is 
always stronger when the regular price appears 
with it. Without the former price, the actual 
value of the article is left to the reader’s 
imagin ation, which is not apt to be a satis¬ 
factory proceeding, as the reader generally 
gives himself the benefit of the doubt. 

COMMENTS ON SALE ADS SHOWN 

Fig. 76. A very attractive day-sale ad. 
Such an ad must produce immediate results, 
for the time is limited. Note that the items 
offer numerous suggestions. 

Fig. 77. A well-arranged and written 
weekly bargain-sale ad. The round-cornered 
panels give the ad such a symmetrical and inviting appearance that it is a pleasure 
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to read the items. The cuts are properly balanced, the copy gets in descriptions 


in a chatty style which is very readable. 
The featuring of the free cook book is good. 

Fig. 78. A time-limit sale ad featuring 
but one article. The copy is exhaustive in 
its treatment and is a strong argument in 
favor of the use of aluminum dinner pails. 
Note the reason given for marking the pail at a 
special price. 

Fig. 79. A departmental-sale ad. The 
heading is very much out of the ordinary. 
The opening talk is so original and breezy 
that one fairly enjoys reading it. Note that 
the former selling price is quoted throughout 
the ad. 

Fig. 80. Here the sale is announced by 



Fig. 78. 
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circular. A seasonal sale announcement very wide in scope. The cuts have 
been carefully chosen and are well balanced. In several panels, pointed 
selling talk lends additional force to the price arguments. The manner in. 
which the text has been divided by panel rules makes for easy reading. 


The Joy of the Real Bargain ^A/ill Be 
Yours at This Sale of Household 
Needfuls at our Peachtree Store 


Thors be baigalas aad hsmtau. Bmm srs borgslM alt jw Ink al tiW w tow c o uton, pflsd 
up la deceptive dtoomy aad flaakl by ••oaleky" yrke earda 
They are eatehy. So la fly-paper. 

Then there are banaias that are barptaa after yea take '«■ teas aad M at **• la dear bfkt aad 
foletaecc. They ooatiaae Ubeha*iataaa«yoaaaethe«da|rla aadday eat. They etaad the sarrier test. 
Thea yoatUak Madly aftteatare that aade this aert ef haraaia poaelbie to yea. 

to the oaly kbkTef hanala we care to offer. We're aot Iona oa SpedaJ Sales Bat atom a 
waat to flo to bedearty the alght before ta order to mUmto la tbae for the Safe 
, aad for acme! days, aeYe (Bag to have Ikto Mad ef aale. There 
fro* aU over oar flae Wf Boss aad yoaeaa baipaatoe BantaMy oa tbs*. 

Be, as sooa as yea read this adverttoe—t. a*ho year pkas to ooaae tomorrow the 
o*kkor> yoa kaov. Ter year esaveatoaea, ae appsad a ltot of the Sale Tb 
merest yea aad brtaf It wffh yea taasrrew. 


do have sac, yea waat 
To aa e r row, aad 


From Cutlery Depcrtmeat 

Keeler 


S-D*y Gold Oort. 

1-D*y S*hr*r Clock. 

SUw Chocolate Part . 

Qua Tokacco Jar* Sthr«r Top*.. 
Slw Sh*«M| Map* .. 


• t» 


Sthrer Ctrtbhri, S hgtoa .. SJS 

Trtptotte Micro* ... .. J*® 

SDn EumM I wo Cotoete) MaatH Clack UJp 

Caadiesikka ...». n 

CteM Cracker Jar . ~ 

TeOat Ban* .-. •«* * 

UartrcDa Suad .. **£ *®S 

UartreSa Suad ....,. »*• 

From Enamelmd TinwareDepartmeat 

Ijeger Wj 

Cwy EmmmI IdhCiMtiaSda.Ik mi SSe Me 

B)m aod White uwS J*«»r Cato ha, .■ 

.•Sc mi Be la, 

. n c Be 

..Be M« 

aai B- to • tl 

.os m4 slb Ik 

.........SLto Me 


Tee 


> Jak* ! 
Scoop* 


..Uc 


ra lane ..SSe 

A k a aaa ai Jelly Metis ...W....BJO 

Van Ocean Cato halt laaai a mi ap n ....Be 
.Table Matt . - 


Iran Bn* Capes . 

•» Parror CaaeTTI... 


..BOO 


..BOO 

..BAO 


Grey haawto Fiyto Paaa 
Wtow EumI OttyTto . 


Wfctoe Kaifa Jdti 
Iroa Mcsaarea, pacto aad k 
Wraapto Iroa Fa* Sett. 


lot. Dairy 

WU aid 


Wtote Stock Pi* Pteaet 


Builders Hardware 


Wood Fiber Bawls aad Fitttors . 

Whit* Pan* ... 

B ptaaca Ch ios. 

Scrviaf Trays, red aad oak Gaia 

45 Boats.*** . 

Baiter Crocks . 

Nat Cracks . 

Ttofc Gkci . 

Wirt Bap H aste n . 

Lac* Iroaa .... 

Warn* Iroa* 


..10c ta Ba 


Wart* lr 
Hat ftk L 
Daatkaat Caftcn, plain aad laaey akapoa 
lot aad ISc. 


10* 


..15* aad Be S* * 10c 

.Be* tOc 

.Be 10c 

,..Hc la 


CtHk Jgffffi, 

mr Door Ch art aad 1| 
t l a n a p Ht apaa. pair .. 
dar Wiadow llama .. 


Qaart Caaa krmj Ola* . ..... 

F*t Caaa Army Ola*. 

Metal Bd«* Waatkar Strips. MO fart . 
Tala Cylinder Dear tasks .. 


..0 M 

.. SJO 
.. SJS 
.. 100 


. JS 
. sort 
. 7X0 
. SSS 
. I.7S 
. STS 
. SOS 
. SJS 


LB 

10S 

LSS 


King Hardware Company 

Peachtree Store 



Fig. 79. 


Fig. 8i. Purely a cut-price ad. The store slogan suggests the perennial 
bargain. Attention is directed to the manner in which the store location 
is featured. Note that the regular price is quoted and instead of a sale price, 
it is “ Peck’s Price.” 

Fig. 82. A clearance-sale ad with some novel features. Note what is said 
about the chance drawing and the reason why such a drawing was not held. 
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THE STORE THAT MAKES THE PRICE 


HOEKSTRA’S Specia 


SPECIAL SALES AND CUT PRICES 

ON ALL Tm^OODr^^QOAim 

Special August S ales HOEKSTRA’S 


Gas Chandeleirs 

and He CAS FIXTURE Pm 

oioorBvtem Ins m Ml 
with the approval of rlx 
Bu»iag Public that we have 

Goods *“«» *Mo-<U«e 

Items w the Lme. whkh 
Makes it trf Doo- 

W&Wzrz: 

7 leod Buying. 

Handsome Durable Fixtures 

AT A LOW PRICE 
Those who have bought here are well 
satisfied that they have saved fully SO 
Per Ceat -We List But a Few «ere- 

Oudtaed Steel Slagle Light_SOo 

Solid Beau Single Light_80c 

Fnocy Double Light Future_$1.50 

Ao Extra Fine Two Lt. Future $2.60 

Three Light Future_$3.25 

Block iaverted Light Complete.. C9o 
Phoean loverted U Complete. $1.00 

No better than the 
Phoenix at any price. 
Upright or Inverted 
Mantels 10c, 15c 
AU Mantels look 
•like. 

Try ooe ours and 
make the Test for Light and Dinbility 



3,000 

Special 

Tablets 

V»la» from Jc U> 20t 
WhiW Tbry Urt 

2 lor 5c 


Bird Cages 


Eaa»)«l*d 85c to 
..82.00 

C>(* Cup* or B»ih 

E’.lber. SC 

<1 eh pV.br, i X, 25c 
r»b Food... IOC 



Easy Running Washers 

A Washer that l Chid Cat Run 

W. K»r Win Ow ONI MINUTE" 



Van cen (iw them a*/ left ynu I-hr. if 
ealiltarinry nr n*4. I Herr mil bn no 

charge whntnver. 

Eire us yarn Order lar the Trial Tvdiy 



Special 
Saturday only 

Regular 1<X BouU 

HOUSE 

AMMONIA 

ONLY 5C 


WE fUDCCM 

WOLVERINE 
TEA CO. 
Premium rickets 

For any thing lo the 
Store. They are 
the now a* Cash. 
We take them aa 
all or part of toy 
Purchase. 


GRAN1TEWARE 

SPECIALS 

Night In tho ) 

Canning Season 

High Grade Fully Guaranteed 

S Qt Pr*wr*l«« K-tiWe.3tC 

10 Qt Pnamoi KeuWe. 35c 

12 Qt Prr^TTina KtUlta.. 42c 

IOQI. Dvop D.eh Paaa.. 30c 

14 Qt Deep Diab Paaa.43c 

The Wore for Saturday Only 


Tea Kittle.73C lo 8©C 

Cuff** or Tea Put* with Granite Coven 

_.._.30c lo BOc 

Deep Deeine.13. 15. 17. 20c 

Oblonf Pan*.30, 35, 30C 

Route* Good 8.».. 40C 

Gera fene 9 Sira. 25c 

Lara* Dpper, ........15C 

Overt Ueeaore*....-.2SC 

2 Qt Teita Cramie Cbrare._30C 

Anfol Food P.ne.17c to 20c 

9 Qt Cov'd Kclllve Granite Oovere.. .. flOc 

Dinner Durkeu.90C 

Large Chamber Paile..88c 

hail Jar Fflkre..-.- IOC 


IN THE HOSIERY SECTION 
Goods that hive given perfect satisfaction. The tested and fried Lin*. 
Trying a pair meuu that this will be your Hosiery Store in the future. We 
strive to give same quality for less mooey. owe quality for same money. 

Childrens’ Host 1*< I Ch.ldreai’ "*■ lOc Men * black otian boea 

quality. . .....13c I Ladies ler blitk H»»r . 10c, 3 tor 25c 

.... ...... ■ ^ ( | ||U g (or 23c Men', fine double *ole 

Childrcea’Eatra heavy I La^, t ,- , bbed top he* ho> * • 2 pairs 25o 

and etron*.23o|. 13c Men i Fane, ho.e 13c 


Also a Special Line of 
GRAY GRANITE 

In Slav Pane. Kvttlea, CVrrre. Dipper*. Cup*, 
spoon*. Be tine. Bread Pat*. ett., 4 A. 
etc Veer Choree. I UC 



Maria*'# Irek Stand 
Wits Four Larta GOc 

Woo a So lea lO. 35c Pwiabla Orana for Gaa: CiaoJ.r, 
Uaiaa 6r,ra IO 12c * 0,1 Storaa in too a tea 
Goitre Oak Stnpa 23 Poliabai) Bead, fall T ontd lined 

dZr’.Wl pan 8* OmHtin d 

RaM*» Haei* Mm. or S,r*t. Borrar_..81.BS 

S2r.ri"i^ «*«• ... 

Caoran A«1e W M ru Clara Door 0»vo ....83.00 


Fruit Jon /JN 
vti Canning 
Suppbes 

Uum Jtra, Porcatein Tope. 

Plnle SOc, Queue . — 33c 

Too Quart*.73« 

Keer Cilia Top Jara P.Dli 80c SumiBCr StOVCS 
Qoarle 0Oc Kao F„rertioo Blue 

H»avy Tin Can- Quart. 3©C Fl*raa Sloven, Suodard 

Jail Cupa, Tin Torn Dot 20e 0,1 
_ _ «. o/* B$p Fit ibf BfH 6i4>^ 

PnraaU.n Top. D*a.20c ^ <*, ^ 

Fnamrled To«a...... ... . 15c p nCT 


Nao Paper Wat Tope....lOc Too Bvtoer 6j»» 
Purafioe Wa. Ceh. .... lOn ^ ' 

fUl S*tm« W.a Lk....lOc .89.00 

Jer Rubhora Dot 5 to lOo ^ C ^ w, |j^(M) 


Don’t Fail to Read Every Item On This Sheet. It Tells Where to Save Dollars 



N BUSINESS FOR OVER TH1RTT TEARS WHICH MEANS 


HONEST GOODS, 


HOEKSTRA’S 

Everything for Everybody 


I HONEST DEALING, HONEST PRICES, HONEST ADVERTISING 


Fig. 8o. 
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Boat Hardware 


Oft •f’h •«*<* narn wKih 

pkt* W*Kh MX *U (er Wf»kb B.'fi 


mu 4 Peek P»k* 

Special for Saturday f 

IOOO PAIRS or 

OREM OARLOCKS 

REGULARLY tic A PAIR __ 

PECK'S PRICE— 

_# C 


Garden 

Hoes 

19c 


Spading 

Forks 


Marine Paints 
and Varnishes 


Lite 

Preservers 

U. S. Ocvftmmtflt SUntfar* 
| Folfy 6wir»n(Md 


Just Reminders I 

CALK IRQ COTTON 
CALKING IRONS 
CANOE PAINTS 
BRASS HARDWARE 
OARS AND LAMPS. 


Plymouth 

Rope 

and Cordaue 

IM ALL BltU 


f/owtr nndGardrnl 


ROLL £R 


62 and 64 
WEYBOSSET ST. 
CORNER OF HAY 


WEYBOSSET ST. 
CORNER OF HAY 


52 33 Years 

Great Clearance Sale 

Thirty Toird Aamruiy 

At prices that Will astonish 


you—in order to know 
the value of.your dollars you will have to come. 


HARRIS FITCH 


RELIABLE HARDWARE 

Lawrenceburft, Indiana. 
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MID-SUMMER SALE!! 


Wc need room tor our fall goods and we are offering ex 
ceptional low prices during this sale 

Sale Begins 
Thursday 

AT 9 A. M. 


Be Sure to Step in a M«n- 
ute and See the Offerings. 
Not Half Are Mentioned 
Here — See What You 
Can Get Here Before You 
Spend a Cent Elsewhere. 


fllrrt ClrrtU III AueoiUnff I® 
lN«rt AtM*»tfa« 


NOTICE ! 

We Wish That the Peo¬ 
ple Would Carry All Small 
Bundles So As to Allow 
The Larger Bundles to be 
Delivered Quicker. 


EXTENSION WINDOW 

SCREENS 


BRO WN 

—or - 

green 

STAMPS 

DURING 
THIS SALE I 

ALL 

SPORTING 

GOODS 

AT 

LOWEST 

PRICES 




| (jo 

| ■ •* frt« IUU«oW ll«JO 

2.49 


TENTS, were 2.50. now I 98 
Croquet Sets.. .89c. to $5.19 

Garden Trowels.8c. each 

Hose Reels...49c. up 

Watering Cant.Y2c. up 

Screen Doors ..79c. to SI.69 
Gendron Bicycles, value S35. 

Special.S22.50 


Ice Cream Freezers— White Mountain. Alaska, Arctic aid North Pole 


UNION 

STOVES |§§§> 

.•u-amu- KQa 

a«ow wUC 
l-(V«*U- QO|k 

n.g rriw. JO! 

t»m fHn MM-aav 1.59 

FLORENCE 

75c 
I.5S 
2.39 


PrV. Mf.aPW 
l-av«arji- 
Rpf P M * t B« 


LAWN MOWERS 


AM All Ml 

CADET MOWERS 

lira FrtM IMS-.«0« 

I*-INC It— W OC 

N't rnn u »—now 4,03 


2.50 
2.85 

!•». Mr, n M-NO« £, I sj 


FOLDING BEDS 

TO CLOSE OUT AT CUT PRICES 


GARDEN HOSE 

t»-rnaT IftflTMt- ft NA 

Cat •• U« •• J,i J 

AM. CN«Dii lVT Attn 


AUTOMOBILE SUPPLIES 

■ OIK IdTTON r»ICIfJ» 0U«- 
INC Tit* t MLR 


POcket Flash Lights and 
Batteries 


Telegraph Instruments. 

75« Invd light*. compute 4Jc 


Electric Fans 

9-inch.S9 00 

12-inch.XI 3.50 

16-inch.SI 6.00 

Ceiling 4 blade..$29 00 

i.tWMT rNllid IN 11*1 c.t( 


DUFFY BROS. 


HARDWARE* 
COMPANY- 

■ 32 EAST AVENUE. PAWTUCKETS 


Fig. 83. 
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Fig. 83. A midsummer-sale ad. Note the reason advanced for the sale. 
The articles listed are seasonable goods and make a wide range of appeal. 


The Original QUALITY Hardware Store 


| Spr^cheriz<? your Home « 

1 And enjoy real Summer Komfort £ 

Relrptors ad 
kt (bests 

We biw cn Mock lef CheMi 
»nd Rffiipfiioti 

tnm H.7S to |SSjM 

They ire the best tnakrv oh 
tiniiMe ixl mu« give 

MUlllCtMM. 

Iciaw aid Detroit 
Oasohe Stoves 

Then Giaohoe Statu m 
be rap K a Mall coat and ire 
(ha aofeat gmaoliae acvM made 

MJI tollUi 

“Wfdioi" 1 
Oil SfOKsl 

These Oil Siovei are all that W 
•he hoc implies and waplc ia ■ 
cowatrocnew otku| Avem 1 W 
Move (hat can tlvtyt be kep* B 
clean, the icmk being that they E> 
wfll no* awoke or amelL B 

ILMtoltLM B 

Screen Doors 

AND 

Viodov Screens 

Hive you ever conidml 
the dinger >• no* having 
your hoove properly protect¬ 
ed against lietl There ia 
real dioget. 

Serve—, ltc to Ue. 

Deer*. Me to BUS. 

We furnish ntiaiia oa 
Baking yoar hoaae 

PLYPHOOP 

ABIwdwarclil 
CaM end tattoty y 

Lawn Mowers 
'money Back" 

Is the name of our leading 
Lawn Mower aid •» told ia 
•ock a manner (hat if the (in 
■oner don do* give peifhcl 
•atia&ctvon yoe will get yo«r 
aony back. We have 

Other Makes 

nagif is price Aea 

ttJS^a tlMia 

frndetoee Mi eeli at lh* 

cm— t Sds 
nuiH Tackle 

Spray ere 

Stc 4 

PtoBry Wvt x 

Chick— P—Itto 
tor— 1—in 
fin— Cateht— 

to— 

1 towcel prl— peaaMe. 


jSprecher’s New Hardware Store, 

Ephrata, Pa. 

M 



lad. 'Phone, >1$ X 
Bell Phone, 51*3 


Fig. 84* 


The price reductions are noticeably generous. The company derived excel¬ 
lent results from the ad. 

Fig. 84. An ad featuring a sale inaugurated to meet a special condition. 
The ad was very successful. Sales were $700. 
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CHAPTER XXXIII 


Price Quotation 

P RICE quoting has much to do with the effectiveness of advertising in 
general and retail advertising in particular. The quoting of price is the 
logical conclusion of the ad. An ad may convince a person of the 
desirability of possessing a certain article, yet when the price is lacking, the 
sale-clinching power of the ad is lost. The uncertainty of price causes the 
reader to lose his interest. 

TWO EXTREMES TO AVOID 

It is always something of an effort to answer an ad either by letter or in 
person and the possibility of a price prohibitive to the reader’s particular 
pocketbook is the reason for the failure of some finely written ads to make 
good. It is a case of the reader not desiring his labor for his pains. Even 
the strong appeal of the ad often reacts on the reader’s mind, for it suggests 
that something so desirable must be correspondingly high in price. 

Paradoxical as it may at first seem, the reverse of the foregoing is also 
true. Many a person has been thoroughly convinced by an ad, only to be 
scared off by the mention of a round figure. But these are the extremes and a 
little judgment is all that is necessary to avoid them. 

INDEFINITE PRICE QUOTATION 

For instance, if you are advertising a rather high-priced article, but one of 
corresponding value, though on the plan of a luxury, it is best to avoid men¬ 
tion of price literally. Some phrases like, “ Priced very reasonably,” “ The 
price will be a pleasant surprise,” will allay any misgivings the reader might 
have and when he once in the store the value of the article can be so demon¬ 
strated that price will make but little difference. 

WHERE PRICE SHOULD BE MENTIONED 

Price should always be mentioned on articles which are more or less 
necessities to daily life and on new goods designed to economize and improve 
upon the methods they supplant. Also in advertising standard goods of high 
quality it is well to mention price, for often the desirability of using better 
goods offsets a small difference in price. 

Generally speaking, price should be mentioned in definite or indefinite 
form in every retail ad. 
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CHAPTER XXXIV 


Furniture and Stove Publicity 

INDIVIDUAL PIECES OF FURNITURE, COMPLETE HOME FURNISHING, HEATING 
STOVES, KITCHEN RANGES, GAS STOVES, HEATING PLANTS, ETC. 

F URNITURE and stoves are very important items in the hardware stock 
and should receive a large amount of carefully prepared publicity. 
People do not buy these articles in a haphazard manner—the outlay 
involved is usually high enough to insure study and care in selection. 

EXPLANATORY COPY NEEDED 

It will be noticed that most of the furniture and stove ads shown in this 
section are examples of strong “ reason why ” copy. Such copy is absolutely 
essential, for it is the advertising alone, practically, which decides where the 
prospect will call, and once in the store it becomes the duty of the clerk to back* 
up the advertising. 


FEATURING A COMPLETE LINE 

Furniture may be advertised as an entire line or singly. The advantage 
in advertising complete furniture equipment is twofold: it gives the public a 
bigger impression of the store and is more economical of space. Of course 
where the hardware man is not spending much on featuring furniture the 
method of devoting a smaller ad to one or two pieces is commendable. 

FEATURE STOVES SINGLY 

In the case of stove advertising it is, as a rule, better policy to feature but 
one kind of stove. The smaller gas and wood stoves may be combined in one 
ad, but generally it requires a fair-size space to thoroughly exploit a heating 
stove or range or heating plant. 

The essential point in stove publicity is thoroughness of explanation and 
description. Competition is sharp and people rely upon ads almost solely 
to give them the suggestions that will fit their individual requirements. 

In our comments on the ads reproduced in this section we have endeavored 
to point out clearly the strongest selling thoughts as well as show weaker 
portions which detract from the selling force of the ad. 
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Fig. 85. This firm advertised a heavy increase in its business. This ad 
shows how this gain is made to feature a certain line of ranges carried. The 
statement as to number of ranges in use locally is impressive. Yet with two 


One of The Reasons 

For Our Phenomenal Gam of 581 % 
in Ten Years is the 

BORN STEEL RANGE 


There are now about 800 Bara Rm«m tn dafly 
use hi Birmingham and you are at liberty to ask 
any one using it if «t isn't the best ever used. 

There are reasons and good ones, for the wonder¬ 
ful popularity of this really wonderful range—pat¬ 
ent and removable oven bottoms guaranteed not to 
warp Oven doors balanced with weights. No 
springs to get out of order Tough malable iron 
frames or hinge plates for oven doors. Double 
steel plate walls, interlined with asbestos board. In¬ 
terlocking comers rigid and true, that makes the 
body air tight and prevent waste of fuel Cast iron 
back, dues that win not bum or rust ouL Heavy sectional cast iron top plates and 
linings that stand the heat and strain. Shields on top oven flues to retain the heat, 
cover oven, joints and protect the steel parts. 

These and many other features peculiarly Ms own. makes the Bam cask Wav, 
lack Uttar and last better, but-costs 00 more than many othess not half so good. 


Let os show you this range 
and Its many advantageous 
features and what It does for 
others & youl want one too 




Fig. 85. 


such good points, the firm has been careful to describe the range thoroughly. 
The climax of the argument is found in the third paragraph, after which appears 
an invitation to the store concluding the ad. The typographical display here 
is strong and worthy of some study. 


Barter Ideal 



® ar l* r tUTSlX. 

Oil ; _ 

He * tor Sr-Hj.-s— 


IMtoBlM 


For Any 
Part 
of the 
House 


Hirth Hardware Co. 

142 & Mala 


Fig. 86. 



] JEWEL 

1 Ranges are not al- 

• way. the beat bc- 

• cause of (he name 

2 hut when you bavo 
t the genuine 

; Clark 
| Jewel 


! 


i 


t then it is the best that money and skill can produce. 

We Have Them In Fifty 
i Different Styles 2 

| All the popular warming ckwets. elevated mens, 1 
I TABLE RANGES, in fact the most complete bo« of g 
| gaa goods in the Ohio valley. Ceil and invertigate. * 

Emmons-Hawkins 

] Hardware Company 

. . . . . . . 


Fig. 87. 


Fig. 86. The illustration here utilizes the element of human interest. Note 
the manner in which the features of the heater are set down—in short state¬ 
ments. A good ad for the quick reader. 

Fig. 87. The first portion of this ad could have been better worded. The 
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copy rather decries the purchase of a gas range on the strength of a name, yet 
in the same breath it advises the purchase of a Clark Jewel practically on the 
name alone. 



Summit Base Burner 


On* of tho Famous Summit line of 

square double beaters in the popular plain de- 

The Summit B*se Burner a a powerful heater 


t prouemenn that experience has shown to be beet 
Fitted with a heavy, durable fire-pot. duplex 
(rate with shaker ring, wide mnganne in which 
the cool cannot (tick, automatic magaime cower 
■“d P«fet* dumper refutation 

Tito Improved circulating system 
draw» a powerful volume of air through ev er y 

f part of the Move, heating h. and circulating. it 

throughout the rooms. 

The perfect draft control enables you 

to regulate the Summit Rase Burner to as to hold the tem¬ 
perature of the room* to any desired degree 


Oak Hester to pap u kr sis. the mnxrith (ram 
which they are mode, the care eserdeed is mount, 
tag and fining, the good tame dapkyed ta de. 


Fig. 88. 


Fig. 88. A combination of good display and good copy. It would have 
been well to have brought out a selling idea in the heading as, “Heaters with 
Perfect Draft Control.” This is an example of description and argument so 
blended as to make interesting copy. 



Fic. 89. 


Fig. 90. 


Fig. 89. Design, quality, construction are all forcibly brought out in this 
ad, and in chairs of the sort featured those points should be especially em¬ 
phasized, for a great many people have an idea that they are more ornamental 
than useful. 


Digitized by t^ooQle 
















FURNITURE AND STOVE PUBLICITY 


137 


Fig. 90. This is a very complete ad. It is well displayed, easily read, 
and the copy is selling talk through and through. From the cut and the de¬ 
scription, the reader forms a very good idea of the machine. 


HAMTSON-MINTIK — Don’t Port* tfc*Ad*e* "New Store 00 8m Green." Dte’l For** the AAfrea-flAMPSON-MIKtll 



The Cabinet Style 

Om of the fineet range* ever 
pat on the market. 

Gu Combination* 
can be had with thu range and 
in fact with any Hub Range aa 
the 8mith 4 Anthony Co. were 
the lint manufacturer* in New 
England to try out Qua room 
earing combination. 

The Marvel Hub Range 
haa non good point* in its 
make-up than any other range 
on the market. No aahea to 
poll oat oq the floor a« in all 
other makes. Oreo heated on 
Are aide* and no cold lid hole* 
on the top aa the back lid* are 
juet aa warm ** the front 


RANGES 

Quickest Bakers-- 
Greatest Fuel Savers 

The name HUB eland* for the moot varied 
and improved line of Range* in America. No 
matter what the size er need of the family, there 
la jeat the style or HUB RANGE to flt it The 
Smith and Anthony Company of Boston, makers 
of the Hob Ranges , have mode hotel and fine 
kitchen range* for over half a century and guar¬ 
antee ev ery ra nge they sand out 

The HUB Range is just the same every day- 
year in and year out Too can ran it light to 
cook for two, or ran it strong to cook for twenty. 
You can start a new fire every morning, or you 
can keep the Are running night and day continue 
oosly, and with the right car* the oven will wort 
equally well in either case. A turn of tbe grate 
cuts out the old part of the Are and leave* the live 
pert Yea can bake biscuit morning, noon or 
night without rebuilding the Are. Isn't this a 
Range worth investigating t 


The Model Hub 

be* a French Sectional Top, 
With this arrangement a broil¬ 
er made to go with the Hob 
Range can be used and the 
smoke goes op the chimney in¬ 
stead of into the kitchen. Be¬ 
side* it does not cool off the 
fire aa in other range* when 
broiling. Heated on flv* side* 
of the oven, it's surprising how 
quickly you can get a Hob 
Range ready to hake. Then the 


art frsmtSTjOO to 8108410. Wewlltheavwy rfi M to tet m haw* pries*. QtrtoijwrwfcrMtaft 

The Hampson-Mintie Furniture Co. 

M>vflN%l8W«*MriBflM. Onad Rapids tata* Sew mart, 81 Wb* Mate tM. 


Fig. 91. 

Fig. 91. The main display of this ad brings out the two most important 
points of a range. At each side of this display are shown the two popular styles. 
So that at the beginning of the ad, everything possible has been done to hold 


A LOOK AT 


iLTypeC 

HtTUI week we sh e w e d fen 
l,V] type Ms* the Red One* 
M&Sm Cabinet Sarto*. Tkht 


type 0 a* the hw setae and haa 
the aemebedy with hath Ugh a mi 
Jeer ahette-het ha* no rwarveir. 
vealaad U wkkk a water fro nt ta 
M to the range- Thie type to 
gen welly need by thee* wbe have 


ahead**** a* hat water tor the 
took lavatory end toilet new. 
net a* a Benge to net atone what yea pay Jar K hat what 
tea payiag. TheRaag*(he*ahewsthe gr oetoe t eeanamy 
lanieg a* feet, regairm leaa rip a tato g and toetath* tong- 
a tenge to hey, and that Range to a Bed Craw. 

Range wahw year eak* good er apeik % Kaewfag hew 
eenato for httto tf yea oea net depend an It. Red Craw 
mve tong beeo noted for their hakUgqoaMtiea. Ne gnaw 
on yen neeaRgdOeesa The even thermometer talk fpn 
he oandltto* a* year even wtoheet epenteg the door. 

Red Chew Ring* r ep r wwto the very aenw a* Rang* 


d Craw Range with a peUehad top ft net only a thing ed 
iet a Jey forever. 


dour S. DOBBOfS. 


“Your house is not a home 
—unless the furniture fits” 

Thii u true, even to the detail* of house decoration, 
and in connection with this w< want to call your atten¬ 
tion to our line of enamel iron, and brut beds. Wn 
believe that from our fine you can select a bed that 
will harmonize and carry out your scheme of bedroom 
decoration. We have the 


Blue 

White 

Green 

Pfakand 

Vemiamar- 

Hn Finishes 



Prices 
Ranging 
From 
$3.50 
te $25.00 


The enamel on these beds is baked to the right tem¬ 
perature to insure a long and luting wear. Sanitary- 
neat—durable. Come and look over our line. Abo 
ask us to show you our librsry tables, dressers snd rugs. 


Fig. 92. 


Fic. 93. 


the interest of the reader, and induce him to read further on. The text tells just 
what the stove will do. Prestige is brought into good account in the first para- 
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graph. Once this copy has cemented the reader’s interest, he turns easily to 
either side of the ad for description and details. 

Fig. 92. Approaching the stove proposition from a new angle. The 
personal heading swings the reader into the text without effort. The copy 
partakes of the nature of a lesson, and is so free from cut-and-dried claims 
that the reader is absorbing the points before he realizes it. The selling points 
are sugar-coated, so to speak, and the reader does not receive the impression 
that he is reading mere claims. 


F orty •* perfection - coal oil 

STOVES ii tht Nmbtr dial w« hav« aoM 
within tha part jraar. 



“PERFECTION” 
Coal 03 Stoves 


W« ull jr<M thia to ibow you the popularity 
of thia axcaDaot rtove. Thu people of dm 
community hart aaun its many advantage and 
■pprariata thorn. 

If you ara not already acquainted with tba 
merit* of thia it or* you thou Id let ua dem¬ 
onstrate them to you at onct. 

It is convenient, economical and eaty to 
operate. 

No more danger than a lamp and operated 
on the asm* principle. It ia a wick attWa— 
thay ara the mlj smeens) W mo. 

Civet you the beat where you need it— 
onder tha food you are cooking—and An 
«t kett 1 if ymr km*. 

Taka on# home and try it—Tew Won't 
take twice the coat of it after you hav* used 
It a day. 


“The man who love* hit wife the mo* 
Ii not the one to let her roast" 



the** hot day*. He will buy her a PERFEC¬ 
TION COAL OIL STOVE. 


W. S. Thomson 

HARDWARE COMPANY 
Craig • Muaouri 


Fic. 94. 



A nice well assorted line of Rocking Chair* 
made by the Famous Logurmnn Chair Factory, 
which it proof of quality. You will find in this 
collection thu dainty Ladies' Sewing Rocker of 
superior construction and quartered OAK; the 
medium sizes of Rockers in new design and 
special finish and the heavy Square Built Chair 
that it so much in demand put together with 
bolts, with wood seat and shaped baokt, also 
Genuine Leather seats with best under spring 
construction. Prices from 

$ 1.25 » $ 8.00 


Ws will appreciate a call 

Relhember. Quality Is the Motto 



J. M. NAYLOR 

ADD SON 



Fig. 95. 


Fig. 93. Two logical appeals are apparent in this ad—the suggestion of 
fitness in design and the superiority of the beds from a constructional stand¬ 
point. The illustration is good. 

Fig. 94. The display of the figure “40” here arouses curiosity, yet the sub¬ 
ject of the ad is perfectly clear. The featuring of the number of stoves sold is 
a good idea—it makes a strong impression on the buying public. The couplet 
at close of copy is a good ending. The cut is very plain, but shows the stove 
to good advantage. 

Fig. 95. This heading, in combination with the two cuts, is compelling. 
Another forceful method of writing the copy for this ad would have been to 
start with a short opening talk, followed by full descriptions of the two chairs 
illustrated. 
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Fig. 96. A good example of 
an itemized specialty ad. In¬ 
cluded in the items is a prepar¬ 
ation for brightening up furnit¬ 
ure. This item should have 
been treated at greater length 
or made the subject of a separate 
ad, for during housecleaning 
time furniture comes in for a 
general overhauling, and any¬ 
thing that will assist in this 
work is in demand by the house¬ 
keeper. 

Fig. 96. 


Fig. 97. Every dealer who 
is desirous of boosting* the heat¬ 
ing end of business will do well 
to carefully read this ad. This is 
not an exposition of some partic¬ 
ular furnace, but a forceful talk 
on the firm’s ability to properly 
install a furnace to secure the 
maximum heat at the mini¬ 
mum expense. A few words 
on Decatur furnaces, however, 
would have made the ad 
complete. 


0 = \ 


Hot Air—When You Want Itll 

It's a hard thing to regulate but we have 
learned by 15 years in the Heating and Fur¬ 
nace business how to install a furnace and 
get the heat out of every pound of coal that 
goes into the furnace. We don’t shoot it up 
the chimney but into your rooms. 

-Pure, Healthy Warm Ai r- - . 

The highest priced or best Furnace made 
that is installed wrong or half way right is 
no better than half a furnace, q Every de¬ 
tail in a hot air heating plant must be taken 
into consideration and worked out The ex¬ 
act amount of cold air must go into the fur¬ 
nace or the warm air won’t come out. We 
know how to do these things and would be 
glad to show you some of the many furnace 
jobs we have installed in and around Deca¬ 
tur. You can then better judge for your¬ 
self as to our ability to install a furnace. 

We still have 7 Decatur Furnaces bought 
last year when we could buy them at a Dig 
saving. Let us figure on your job now. 
While these few furnaces last we can save 
you money, and you will get the benefit of 
.our good buying. 


| The Schafer Hardware Company 

Fig. 97. 


Springtime Specialties 


I NOMORDU8T, a ewssplng powder and-cleafer It and tSc pi*. 

8PON-TEM, a waHpapar paiU that malm tin paper lay 
aaaasth, no curling, m ade by aimply adding water’ 
...—...16c, X5c, and SOc 

WHITE-ROCK, far Um cellar walla end all places that As*d 
"hh*"»ng..Itepkg 

CLIMAX CLEANER, the anly wallpaper cleaner.lie pkg. 

CH1-NAMEL* far brightening up y*uf waedwerlt, Store and 
furniture, all aalore...,. SOc, SOc SOc and Np cane. 

VACUUM CLEANER FOR RENT 
LAWN ROLLER FOR RENT 

I BALLINTINE’S 

The Stars That Dace Things 

10 Mate Street Warsaw, Ji. Y- 
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Fig. 98. This ad takes into consideration but one class of people and 
centralizes on its appeal. The young married couples represent a sales poten¬ 
tiality that no merchant can afford to overlook or, what amounts to the same 



Fitting Up Young Married People 
To Go To House-keeping 
Is Our Specialty 


Don’t wait any longer to “get ready*—no use to put it off. 
You can furnish your home so nicely and at such a small 
ontlay of mooey that it will be a real pleasure *To You and 
Yours*' to go through our stock of Furniture, Stoves and 
House Furnishiogs and make your selections. Our long 
experience m the business will be worth something to yon. 

Just drop by on your way from the Courthouse and look it 
our ''Superb** and Charter Oak Stores, and our eleganr line 
of Bedroom Suita. Dining Room Seta, Rockers. Art Squares, 
Ruga, Etc mi :©; m: :o: to: w 



Cast Cooking Stores $ 6.75 to $35.00 

Steef Ranges $ia75 to $45.00 

Each Store and Range entries a complete list of 
Cooking Utensils* -o* 0 - -o- < 5 . 



Bed Room Suites 
Oak Beds 

Iron and Brass Beds 
Oak Dressers 
Rugs 

Art Squares 


$20.0a to $75.00 
$ 2.75 to $15.00 
$ 2.00 to $37.50 
$ 600 to $25.00 
75cts. to $ 5.00 
$ 5.00 to $25.00 


Quality the Highest. 


Prices the Lowest 


Gamble Hardware go. 

WETUMPKA ALEXANDER CITY CLANTON 


Fig. 98. 

thing, address impersonally. This ad is sort of a “heart-to-heart” talk with 
newly married couples, and reflects their thoughts and aspirations in the mat¬ 
ter of home-making. Such intimate suggestion cannot be readily ignored. 
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CHAPTER XXXV 


Hardware Specialty Advertising 


WASHING MACHINES, VACUUM CLEANERS, FIRELESS COOKERS, PERCOLATORS, CHAF¬ 
ING DISHES, ALUMINUM AND ENAMEL WARE, KITCHEN CABINETS, AUTOMOBILE 
ACCESSORIES, ELECTRICAL GOODS, ETC. 


F OR sake of guidance in treatment, hardware specialties may be roughly 
divided into two classes—those specialties which have been before the 
public for some time and those which are comparatively new adjuncts. 
Obviously the latter must be more thoroughly presented than the former, 
although any hardware specialty must receive detailed presentation. As 
an example of the necessity of thorough treatment even on specialties which 
have been on the market for years, take the kitchen cabinet. The number of 
homes equipped with this labor-saving device represent but a fraction of the 
homes that really need cabinets. 

During the past few years the hardware dealer has added a sufficient num¬ 
ber of specialties to his stock as to revolutionize the science of housekeeping. 
Witness the fireless cooker, the vacuum cleaner, electrical kitchen and laundry 
appliances, etc. 

The store demonstration (see Chapter XXIII) has aided materially in placing 
these appliances before the housekeeper, but the newspaper advertising, which 
must of necessity precede all other advertising, has been far from being as 
informing and enthusiastic as is demanded to arouse keen interest in new 
specialties. 

FIGHTING PREJUDICE 


In advertising sepcialties designed to lighten and improve housework 
the dealer must realize he is fighting intrenched prejudice to a very consider¬ 
able extent. Fixed habits in housekeeping are difficult to overcome and weak 
hum-drum newspaper work will fail to change their course. 

The ads selected for reproduction in this chapter represent the progressive 
methods of featuring specialities that are now being used by many wide-awake 
dealers throughout the crountry. The comments will be of particular value 
inasmuch as they serve as an index to each individual manner of presentation. 

Inasmuch as no newspaper ad or circular featuring a specialty can hope 
to make an actual sale on its merits alone, as is possible with other goods, the 
ad should always include a strong bid to induce a visit to the sijfbre. In the 
case of automobile accessories, the appeal should be convenience of location 
and complete stock. 
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Fig. 99. This ad says not a word about the economy of the ash-sifter. 
Hundreds of homes could effect a great saving with this article—the field for 
it has hardly been scratched. It should be an easy matter to present strongly 
so convenient a means of economy. 

Fig. 100. Cashing in on the extension of lines of the power company. 
This extension serves to focus the public eye on electricity and it is just the 
opportunity for good advertising to do excellent work. 


WHEN THERE IS MUCH SMOKE 


There b undoubtedly some 
fire; bat n slow lire U »ho 
Tery wont kind for hit mf 
the ash pen with gnbumt 
cool 




Fig. 99. 


ELECTRICAL 

FIXTURES 


Tto kM of *0 LifM CoOKJM&f 0(0 0*MI 
to bo mM mk ihoor h*** on the omaklm o* the 
oMr wOl — M h o madwn Tko ootf of mrraf 


[new and nobby designs 

Ulitwo 1 tot o pp>o» to too tooto and mm s«f 
' iwj 8oeoor(too jetotn 

BATEMAN HARDWARE GO. 


Fig. ioo. 


Fig. 101. The selling of motor cars is both a pleasant and lucrative proposi¬ 
tion and should be carefully considered by merchants in a position to accept an 
agency. This ad is right up to the minute, having taken advantage of the 
car’s victory in a road race. The merchant evidently is closely following the 
manufacturer’s advertising and sales literature and making the most of them. 



THE FORD OAR. 

4 Cyhndor—20 Horn Poway. 


THIS RECORD SPEAKS FOR ITSELF 

The record made by the Kurd cor in tbc New York 
to 8enttlc Rood Rn<v Marks the introduction of o 
new era in durability and »prrd tcula. The entire 
3UOO miles was made without o uushap worthy of 
comment. Tbc cor omved ot Seattle m practically 
ns good condition as when it left New York —ready 
for auothcr -)U 0U mile jount without any repairs. 

TOURING CAR equipped with Gas Lamps. Gen¬ 
erator. Speedometer. Ginas Wind Shirld and Top 

$11M.M F. 0. B„ Prescotl 

SAMUEL HILL HARDWARE COMPANY 


Fig. ioi. 


Among the modern kitchen 
conveniences the bresd raiser 
plsys one of the most impor¬ 
tant ports. 

With s Universal Bread 
Maher to knead the dough, and 
a Jewel fircless stove to bake 
it. perfect home made bread 
it possible with all the work 
and worry left out. 

Probably you will be ia this 
evening to see who draws ike 
Jewel fire lei* stove and while 
here let us show yon the Uni 
vertal bread makers and ci- 
r lain their cacellcnt features 
The. popular tires, eight-loaf sod fovr-losf 
RM and < 2.00 


Th« Jewel HovsehoM Chib 

M atob e rahip in which, entitles ynw to a naw 
Jewel all aluminum, fireUas cook stove hy paying 
only SIM per week, is still epos for a fcw moss 
members. Coma ia and fltt fell partkakn. 



Fig. 102. 



Fig. 102. The heading in combination with the well-drawn cut forms an 
instant attraction for the housewife. The text should not have branched off 
on fireless cookers. It is poor policy to try to sell two articles in the same breath. 
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Fig. 103. This ad takes advantage of the extra kitchen work incident to 
Thanksgivirig by featuring a kitchen cabinet. The headline is forcefully 
worded. The cuts tell a whole story by themselves. An examination of them 


Get Your Kitchen Bight 
Before Thanksgiving 



Fig. 105. 


Fig. 106. 


is needed to stimulate interest in washing machines. Top much washing ma¬ 
chine copy takes things for granted. 

Fig. 105. A very plain presentation of the advantages of the fireless cooker. 
The heading makes a strong appeal with its economy thought. The suggestions 
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for spending the time saved by the cooker made the wording interesting and 
forceful. Note neat arrangement of border and cut. 

Fig. 106. In this ad, the display has been artistically treated, which is 
important in the case of articles that are dainty and semi-luxurious. The copy 
emphasizes the practical side of the dish. The air of refinement, peculiar to 
the chafing-dish, might also have been touched upon. 


A Better Electric Iron 
That Costs Less 


The troublct found 
in the ordinary electric 
iron have been climi 
nated in the Acme. 

The Acme may be 
taken apart, repaired, 
if necessary, and re 
atembled by any ten 
year old child. It has a hot point. Iar|c heat storage, 
cool top. protected terminals, steel-clad attachment 
plug. steel wire protected cord, and it carries a two- 
year guarantee. We ask you to compare any $5 Iron 
on the market with the Acme. Price $4. 


It’s Savory Roaster Time 

September is here and 
malfca «s think more a- 
bout warm meals, and 
naturally, thinga to cook 
with. 

Savory • routers arc 
well worth thinkis^ about. 

•They ate to unitary—without seams or cruses to 
catch dirt, they are seif basting. requiring no attention 
what ever, and the meat roasted ia them is more de* 
liciooe u no water or estra fat is added, and u tbs 
tight fitting cover retains all the aatoral flavors. Oar 
new stock of Savory roasters Is here. 

Regular sire, oval shaped, glased steel $1.00 

Full enameled 1-80 

Turkey site, oval shaped, glased steel 1.8 

Fall enameled 100 


The Haynes Hdw. Co. 


Fig. 107. 





Do You Know Wagner 
Alumnium Ware? 

If you don't you ought to got acquainted 
with its many good fnaturae. Atuoiioum warn 
b the supotior of all cooking utensils; first, for 
its hygoaic qualities, its lasting qualities, aad ita 
hosting properties. 

Wagnte Cast Aluminum ware doss not 
crack, port or scale oil like granite ware. When 
granitt ware scales off it exposes a surface that 
is dangerous, sod apt to give ptomaine poison. 
Smca it hosts so quickly and holds heat so los* 
it >a a fool savor. Thoa in cookir^ net or other 
cereals the entire boiler heats, the sides as well as 
the bottom, and the food is thoroughly cookad. 
It sorely is the ideal kitchen ware, ornamental, 
light and durable. 


Wagntr ware is not light and Aiirny like 
spoil aluminum ware, but is cut by a proces s that 
makes it almost indastructiWe. Cotae in and 
see this ware, get acquainted with it—then get 
on better "speaking terms" by trying ooe or two 
pieces You All wonder bow you have dooo 
wuhevt it so long 




Fig. 108. 


Fig. 107. Here the electric iron is presented in detail and will impress 
the user of an electric iron which proved faulty that here is an iron that corrects 
the deficiencies of the poorly constructed ones. The text on the roaster is more 
creative in treatment and, of course, the subject makes a closer appeal to the 
average person. The illustrations are clear and well-placed. 

Fig. 108. This layout shows what may be accomplished by a careful study 
of display elements. The clean, open arrangement fairly invites perusal. Note 
that the second paragraph is competitive talk on granite-ware and that the 
third paragraph is competitive talk about aluminum ware. The differences 
in aluminum ware are clearly pointed out. 
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CHAPTER XXXVI 


Examples of Summer Goods Advertising 

lawn mowers, garden tools, seeds and hose, refrigerators, freezers, 

HAMMOCKS AND SWINGS, ELECTRIC FANS, SCREENS, PORCH SHADES, VACUUM 
BOTTLES, WATER COOLERS, BATHROOM FITTINGS, ETC. 

T HE hardware store is really the best-equipped retail establishment for 
supplying articles of summer comfort. Yet a comparatively small 
number of hardware dealers take advantage of this opportunity for 
making a strong summer appeal in their advertising. The reason for this is 
difficult to explain and doubly so when one thinks of the aggressiveness of other 
retail stores during the heated term. The haberdasher talks about fittings that 
cool; the clothier advertises warm-weather suits; the drug store features cool¬ 
ing drinks; the hatter advises straw hats, and so on down the line. But the 
hardware man can talk more convincingly than them all, and he is overlooking 
a magnificent opportunity when he fails to do so. 

The keynote of the ad on summer goods should, in nine cases out of ten, 
be comfort. People seem to know enough to keep themselves warm in winter, 
but they are astonishingly backward in helping themselves to keep cool in warm 
weather. Hence, it becomes the task of the hardware man to educate the 
public to the desirability of possessing articles that add to material comfort 
during summer. Some of the ads reproduced in this section show how well 
certain progressive dealers are angling for summer trade. It will be noted that 
these ads play up the summer comfort idea strongly. 

CREATING A NEW SUMMER TRADE 

Instead of cutting down his newspaper space in summer, the dealer really 
has reason to keep it normal, for, beginning with refrigerators and garden tools, 
there is a constant demand for summer hardware goods throughout the summer. 
Where the hardware dealer is not aggressive in pushing his summer goods, 
trade generally switches to the department store or mail-order house. More¬ 
over, as before suggested, the dealer can create a new summer trade of his own. 

Summer goods may be presented in large groups, small groups or singly. 
Thus a large ad could feature garden tools, seeds, hose, hammocks, swings, 
and refrigerators. A smaller ad could feature screens of all kinds, tying itself 
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up to the anti-fly crusade. While a still smaller ad could list such single articles 
as electric fans, lawn mowers, freezers, etc. Where the summer article involves 
a fairly large expenditure such as a lawn mower, refrigerator or lawn swing it 
is best to present it singly that it may be fully treated. This forms an excellent 


Don’t You Want 
a Refrigerator 
Like This? 

f Think of a giant Thermo* 
bottle for a food preeerver, and 
a porcelain bathtub for a aan- 
icary in tenor, and yon catch 
the Leonard idea. 

TThe ten walla of the Leo* 
nard Cteanable are ao effectual 
that food atefft keep fmb and 
the ice tana a remarkably Jong 



^And rack a food compart* 
ment—one-piece, enow-white, 
viterous porcelain, a* impeao* 
treble to a germ aa an iceberg, 
and at eaaily cleaned aa a mir¬ 
ing bowl. 

1 Don't make any d eridon 
on a refrigerator until you tee 
a Leonard LWanable here. 

t Different ary lea and ice 
rtpacrtwa from 65 to ISO 
pounds at piicet from Sl7.io 
$49. 



10ther wed made herd wood 
refrigerators, wuh galvanized 
and white enameled linings, 
$7 SO and higher. 


IHIS 


j 



Mowing Your Lawn 


Uilh • Lave Muvtr, om that rum eaaily la qturkly adjmtad 
to loag or ekorl |'u> aed dam not leave ntfn er uarras 
paUhee la apvtl the Uoka at yvur lava, giaaa hath piraaorc and 
aaliafartiaa to Um uear. 

THE PEERLEE 

hie all thorn (aed pamle aed la I ha o»o««r fae yea la sac. It 
la a plata bvanag michioe vith narrow vhvrk alWunne'yae to 
cut doaa to erelho or feacaa The thaw katvm at the "Preriea" 
are wade trem the b.«hmt grade of eteel. ad tempered ead 
hardroed Tha eutliae harla at the haaf erueihla atael, ad loea- 
porad and hardevad. >« eaaily adjuited ta the reel kaieea aed 
If kept adjust rd imurea von a aharp LAwu Mover. 

Throe Lava Woven an the hi cheat erode moderate priced 
Lavs Woven ou the market, vith buadrvAr is uee is Spria* 
belel. they an cuanstaad U give eaUafartiov Call aadieeatf 
complete Use af seven. 


14 lack Peer lea. Pneo....93*0 

14 laeh Pverlee Pttea.. .MU 

14 lark Paarlae. Pirtca .|U 0 

Hugel and Heiserman 

It laat Mala M. RA.&DWAXX Bath Phoeaa MO 


Fig. 109. 


Fig. 110. 


working rule in making up summer-goods ads. The smaller and less expensive 
articles may be grouped and yet presented effectively. 


SOMETHING NEW 

/federate-Priced 

ICY-HOT BOTTLES 


eeer liquids 


WUvr ICY C#, * #r 

mu HOT N,h| " 


-nCIAinC.'* Prat tut tl *» 


SPECIAL. - Put tea 9tt0 

Sam aamuaettao aa tha npkf 
tey-kat Battle (like cat) etcatt 
eater caaug 


Icy Sat BattWe aad Luther ant 
Gum Carryraf Cams 


■cv ewi metal mim 



Hicks Hardware Co 

Satisfaction Assured 


Fig. hi. 


'£iS|'(pldweIl- 

IwoLawnMowers 

In One- 

1“ *** r f ir l , 1 ^ 



Fig. 112. 


Fig. 109. Note how the layout of this ad is made very effective by the 
simple expedient of breaking the border and indenting it. The neat paragraph 
set-up also helps the general display effect. The refrigerator is presented in a 
clear, concise manner. The firm signature appears to good advantage. 
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Fig. i io. The lawn mower placed at the top of this ad gives a striking effect 
to the display. The generous use of white space where it should be used will 
effectively separate the ad from all other ads on the page. The heading here 
swings into the text easily and the reader is carried to a most informing bit 
of description. A first-rate mower ad. 

Fig. hi. For pleasure and for business use, the vacuum bottle is becoming 
indispensable. People are learning the comfort to be derived from this inven¬ 
tion. This ad is good as far as it goes, but it fails to tell just why anyone should 
own a bottle. 

Fig. 112. Our estimable neighbor has often leaned over our fence in ex- 


YOU wfl W Mr)«td it tfc* May dtffcrol cMpitteliMi 01 

mi mm pboat m mi wt wB W fUd U dtfircr oy Atm i 

TO Be BURE GET IT AT 


PfH 


HAPER’S 



Lawn Mowers 


$2.50 


Lawn Rakes, 25c 

Gitofiae Slevei 
$2.51 

k .UMMLirs 

) 



wm « dM Ml *» fMl MM ( 

Tfc» nf* ot Tail_ 

. m«I iw> (Vmrt m Uffct Ctf 


rnnmrtR 

Garden Sets 



Wr .k* >•» M«. ► r 

$1.50 

Garden Trowels 


mnmuR , —._ 

Garden Forks ^— 

Inl I01114 pwl Ml p u t. k.il 

—• 50c 

Ginko Wuders 

10 c 

Garden Banowt 




Garden Sh'lnklcrs 

S*H| D.1M 


Lawn Swings 
$4.95 

4 PatMHtr Wd Hsd* 


Grass Hooks 



■ .unuuMt* _ 

175 c qt. 4 Qc pt. 


Fig. 1 x 3 . 


actly this same manner and expounded to us the pros and cons of various agri¬ 
cultural tools. Here the Coldwell man is doing the same thing for the benefit 
of the reader. This ready-made ad has caught the element of human interest 
and utilized it to good advantage. It would have been well to have written 
the copy in the first person. 

Fig. 113. The opening lines of this ad arouse interest and the mention of 
free delivery is good. At first glance, the arrangement of the ad seems some¬ 
what crowded. This is due to the use of many illustrations and display lines 
close together. The separation of each panel by rules, however, helps the ad in 
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readability. The illustrations are very clear and tell a story by themselves. The 
ad would be stronger if there were more copy to better present the articles shown. 

Fig. 114. Few single-column ads can boast of a more effective illustration 
than this one. In small space, a very broad effect has been secured and the 
hand-lettered heading harmonizes perfectly with the plan of the cut. 




Tot 4 ot*i km •• mi to* m 4 

a£S5 Trcasg 

Lot toS W* ffrt ii (ot to* 



Buimntf-Stone 

Hardware Ce. 
t 044 M Wain* ft. 

Fig. i 14 . 



ZfiSZStZJH $1 JO mmli 

T. M*. INI* 

19+-T9B flu.ll A M4 Im> 

Fic. 115. 


Fig. 115. In a space less than two inches square, this illustration tells a 
complete story of summer comfort. The text of this ad ties up well with the 
cut as it plays up the couch hammock. An attractive and easily read ad. 

Fig. 116. The display and illustrative features of this ad are most com¬ 



ic Your Home 
Protected T 

TV. *T MCM «• —• 


PORTER SCREEHS 


. |M -*•' **••« * » 

NORFOLK BUILDING 
SUPPLIES CMP. 


M to l*OOM »*L 



Fig. i i 6 . 


Screen Repairs 

JSOTtor get y—r ktotm repaired Were Urn •*- 
tmee M —oelli" coom* ml (Mr painted win cleth 
i* beet 'Betty. Oar PEARL grade (ahuaiaton cent 
ad) k p re e tkaU y rvatleea. Oar ALL COPPER enaea 
k abaoietrty noto*netiaf aad will bet indefinitely. We 
Week all width*. 

Beet Paiakd Wire 8rreea per aqaeJta root. I 

BegaUr Peart Wire Screen per wiaera feet. . 4 l-fc 

AU Copper Wire Screen per apace fee* ..*e 

SpeeiaJ pnce on quality toca. 

WIRE SCREEN PAINT natra qnnlity. « *it p* 
leaf the lift of yttor enaeoe if yea keep 

painted. Per quart . 

SCREEN DOORS-A krgaaew alack el Warn aad 
Caaejr deeiaia all ragelar ua, priced frua 4L09 

Currie Hardware Co. 


Fig. i 17. 


mendable, though the outside border might have been a trifle lighter. The text 
advances a most forceful argument for carefully screening the home. 

Fig. 117. This hd no doubt stirred up considerable business, as there are 
always persons who put in some of their screens without first having them 
thoroughly overhauled, and then, too, screens are easily damaged, so that there 
should be plenty of repair work. 


Digitized by Tooele 









CHAPTER XXXVII 


Builder’s Hardware Publicity 

H ARDWARE merchants, generally speaking, of course, do not seem to 
give this end of their business sufficient attention in so far as newspaper 
advertising is concerned. This seems particularly surprising, as builder’s 
hardware is a subject which has many ramifications and looms large in 
possibilities. 

If this department is given its rightful share of newspaper publicity the 
effect in volume of business will soon be forcefully demonstrated. The main 
points to be emphasized in the advertising of builder’s hardware are reputation 
of the maker, durability, artistic designs and variety. 

THE REAL ESTATE APPEAL 

As important as these descriptive features, is what might be termed the 
real estate appeal. Up-to-date hardware fittings on a building increase its 
selling value. A great many persons who might not be influenced by quality 
talk alone in a builder’s hardware ad would be convinced by the real estate 
appeal. 

All these points may be brought out in many different ways. The repro¬ 
duced newspaper ads which follow show this subject is treated by different 
merchants and in the comments on each ad wall be found many pertinent sug¬ 
gestions for featuring the builder’s-hardware department. 

VALUE OF THE SAMPLE ROOM 

Where the dealer maintains a special room devoted to the display of 
builder’s hardware, he possesses a very strong argument for a series of news¬ 
paper ads. This fact brought out in the ad will attract many to look over the 
display, for it is obvious that a selection is made much easier where every thing 
is conveniently displayed. 

The hardware man should secure photographs and data on all important 
buildings he has fitted with builder’s hardware, for this material can be made 
he basis of forceful announcements. 
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Fig. 118. An excellent example of creative publicity. The Corbin door 
check is presented in a live and interesting manner. Copy and illustrations are 
tied up to create a desire for the check. Such advertising is bound to sell more 
door checks than the kind that merely shows a cut of the device with some 
indifferent wording. 

Fig. 119. This ad is based on price argument. Price, of course, is an im¬ 
portant consideration in any purchase, but a man’s home or his building is some- 


Fig. n 8. Fig. 119. 

thing very near his heart and he is not inclined to skimp in so vital a matter as 
the hardware. Even in the case of buildings erected merely to sell, the builder, 
if he intends to cheapen, will not be apt to choose those portions open to close 
inspection, to effect his saving. Price in builder’s hardware ads should be a 
secondary selling feature. 

Fig. 120. This ad is representative of a style of treatment that should be 
given certain articles of builder’s hardware. The lock here is fully explained 



Fig. 120. Fig. 121. 


TO THE MAN 

Who Figures Closely and Makes 
His Dollars Count 
fiwnaim 

Builders 1 Hardware 

Wa affcr * —1 dill ftat ft wmM pv Wa Is *» *• tiff 
■tars fttft. 


Morse Hardware Co. 


MdMftAfllill 



to the reader. The heading is so worded as to catch and hold the eye. The 
cut reinforces the copy by showing the construction of the lock. 

Fig. 121. Here the hardware design is well depicted. The talk is right 
to the point and is addressed to three distinct classes of purchasers. The argu¬ 
ment, however, is so worded as to appeal to each of the classes. The text 
mentions the line carried, which is good policy. 
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Fig. 122. Id the heading display, the word “hardware” should have 
been added to the name Corbin. The text is a forceful summing up of the 
superiority of the Corbin product. The featuring of the trade-marlp enables- 
the dealer to tie up to the national publicity of the manufacturer. Moreover, 
it gives his ad. a distinction that sets it apart from other builders’ hardware ads. 


Fig. 123. 

Fig. 123. A good talk on builders’ hardware. Of course, it is general 
in its treatment of the subject, but it brings out a number of broad thoughts 
that would be more difficult to emphasize in a specific ad. Note the uniform 
display of this ad.—equal margins and same style of display type in heading 
and firm name. 



Fig. 124. 


Fig. 124. An example of real estate appeal in a builder’s hardware ad. 
This form of appeal is particularly strong to the builder, building to sell or for 
his own use. The secondary appeal of security is a strong one and the two 
combined make this a very forceful announcement. 




Fig. 122. 
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Fig. 125. The artistic design shown and the clean-cut manufacturer’s 
signature carry out the idea of art and dignity of design. Two important points 
are brought out in the copy: first, that the hardware meets every requirement 
encountered in building design, and, secondly, that the cost is no more than 
the cheaper kinds. 


Art in 

Builders' 

Hardware 

All JtQUiml hardware. 

w k adk il fo* public bwldmc*. o Ac • 
building.. 


k Matron#* 
! bu.It Par 
f«ct lack* 


mW Ittm- 
bodia* Mrlt 


ala aftacte. Thar* m a »ndo a*, 
rlafy of pattern. Y*y arc aura to 
bad on* that w.Q catch and hold 
jraur fancy — aaa that anil place* 
avary member of yovf family aa 
•rail 

RusswiH 

BuiMeriHardware 




The 

Specifications 

for 

Your New 
Home 

should call for 

Sargent’s Artistic Hardware 

i Tha wide range of dalign harmonizing with any 
aryl* of wchitccture combined with the real econ¬ 
omy of life-long wear afford# completeaatufactaon. 

«e are pleanad to chow Sargent'» Dcaigne aod 
to fumieh catinvxtc* on your requirement*. 

Headquarters For 
Builders Supplies 


Mast*I* •*« III* kaarki a aiwOaUy. No traakW M *Wo NC 


Ouden Hardware Co 

6 rwnip AvtBui, Between 15tH and 16to Sts. 
Fig. 126. 


zrjrxzz 


(•Zvt e d w It* 

Caa rgi E Riaie Hardware Ca. 


Yak & Tewoe Quality Hardware 


II I oor«b yaw tfwe iM niaoitea •* n 




Herr & Company 

7 EAST KING STUEET 


Fig. 127. 


Fig. 125 . 

Fig. 126. This ad contains some good talk on builder’s hardware and 
should influence care and thought in the selection of this important finishing 
touch to a home. An important point to mention in every builder’s hardware 
ad is the range of designs. Here this fact is brought out in relation to arthitec- 
ture. The cut showing four designs fits in with the copy very nicely. 

Fig. 127. In this ad the retail dealer calls attention to the manufacturer’s 
publicity. This cooperation on the part of the dealer is bound to be productive 
of good results, for it serves to connect the general advertising with the retail 
store. 
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CHAPTER XXXVin 


Sporting Goods Advertising 

OUTDOOR SPORTS, INDOOR SPORTS, CAMP EQUIPMENT, TOGGERY, GUNS, 
REVOLVERS, AMMUNITION, FISHING TACKLE, ETC. 

T HERE are few other subjects capable of being so strongly presented 
to the public as sporting goods. 

THE RED-BLOODED AD 

The appeal of pleasure and diversion and of health constitute a trio 
of powerful selling factors on which to base newspaper publicity. And 
the advertising, by all means, should be built around these very points. 
Too many sporting-goods ads are wholly descriptive. Such ads can never 
make the wide appeal of the red-blooded sporting-goods ad. 

You cannot create much interest in an article of sporting goods unless 
there has been instilled beforehand a desire to enjoy the sport in which the 
articles are used. 


AROUSING DESIRE 

Everyone has read sporting-goods ads which have at once created a long¬ 
ing to engage in the sport depicted—it is this desire that sells the goods. A 
model sporting-goods ad first arouses desire by attractive illustration and 
suggestive wording and then clinches the advantage gained by thorough 
description. An ad of this sort appeals both to the seasoned sportsman and 
to the novice, whereas the merely descriptive ad has a much more limited 
scope, interesting, broadly speaking, those who are familiar with the uses of 
the article. 

The comments on the sporting-goods ads reproduced in this section enlarge 
upon the desire-creating idea. 

Newspaper advertising along the lines suggested should quickly revive a 
lang uishing sporting goods department. 
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Fig. 128. No true fisherman will read the heading of this ad sandwiched 
between two good-sized fish without a momentary thrill. Using this opening 
as bait, the writer lands his fish by featuring the completeness of the store’s 



SSDARE YOU READY! 


■Stvei fishing Rods 


Not until you have teen our compete line—the best 


FISHING TACKLE 


ShakeKpcare Reek, $1 50 up to 
$10.00. All guaranteed for a year. 
Dowagiac Baits, 65c up to $1. 
Something new in the Bait line 
-ASK FOR IT. 


BRISTOL RODS, $6.00 Rain- 
bow Luckic and other Rode, 75c 
up to $6.00. 

UNES AT ALL PRICES 
EVERYTHING GUARANTEED, 

Tackle ue for everything except the Ath. However we can give 
you information in regard to bent fishing grounds in the county. 

Our time is yours. Come in and talk over your fishing trips with ua. ^ 

We will help you catch them. V»Xi 


H. KATZENMEYER 


OPPOSITE COUPT HOUSE. 

SPORTSMEN'S HEAOQUARTERS. 


Fig. 128. 


line as well as a few sample values. The suggestion in the last paragraph is 
unique. The writer evidently realizes the value of a little service offered in 
connection with a sale. 


Fig. 129. The pertinent heading of this ad reminds the reader that there 
are still some very fine birds to be had for the effort and the opening paragraph 
pictures the pleasures of the sport. 



Fig. 129. 


Fig. 130. 


Fig. 130. The illustration here is in keeping with the subject-matter. In 
place of description, the firm makes use of a well-known trade name. Some 
little talk on quality would improve this ad. 

Fig. 131. An ad which makes a direct appeal to the student. Price con¬ 
stitutes the main argument and to this class of buyers it is a well-taken line 
of appeal. The goods listed are described rather superficially. 
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Fig. 132. The hardware dealer in Florida knows none of the rigors of winter 
and finds a ready sale for the boat of the Indian the year ’round. Here, very 




s*p» 01 

Athletic Goods Quality 

C EASON after Kiioa (kt srrt&aous ttttt tf the 
** gridiron, the uoait ceurt and gym. prove 
htyood question, the supremacy of the D. 5 M. 
line of Athlctica furaidiing 1 - 

Oor prices on 0. & M goods are well suited to 
the stodont of limited means and all will be inter- 
ested in oor discoont sale of tennis (applies now. 

The D. & M. line embraces everything in good 
foot ball shoes and clothing, basket balls, play ground 
balls, gym supplies, icnais shoos, rackets and balls. 

Foot Balls 

D. S M. Fo.t 
Balls arc made 
right and are gear 
in teed not to gr> 
wrong. Wa have 
them in ten grade; 
and slacs, priced all the way from 40c to $5.00 
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* Mill u "Old I 
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«a *0 a— t)M Van,i J«««. 
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TAMPA HARDWARE 
COMPANY. 1 


FLORIDA Cl'RlOStTIBS 
The only complete stock 
of Florida Curiosities In tba 
etty. 


Allies!or. Saak* uid Bird 


SPORTING GOODS. 

Cue*. Rifles. Pistols and 
Ammunition. 

Fishermen Sappiire 0 / *0 


Jersey*. 

Atkkttc Share. 

Gym. Saits. 
ETC. ETC. 



Biggs* 



I Tennis GoodsRcdvced 10% 

I For ten days bagiariqg Friday, December IS. a || 

1 diecotiot of 10 per cent anil bo allowed on all ten- H 
| nie nets, rackets aod balls. D. & If. and Wright I 
n 4 Dstoon rsckeu in tight grades, priced regularly | 
fl SI JO to SSlOO. now S1.35 to $4.50. I 

[ —K—^ 

Fig. 131. Fig. 132. 

effective use has been made of the ready-made ad on Old Town Canoes, inas¬ 
much as it sets off and is set off by the large circular trade-mark of the firm. 
Note the completeness of the listing of sporting goods. 

Yog’ll want one of these 
Famous Pope Bicycles 

I __ - . | YonH acres with as ia that M a fl a m a nt 

The Kodak SSfflSLS** 0 " w “"‘ 

Box—$4 

With this outfit you 

can take pictures ’"aoS*as^eonirtd^fcrtka*, f l hi l ffrf 

- , J . . Urn. mod runeda. spring saats i rnyfh M g 

develop. print that Is dertruWe. 

r _ And tha prices •** «*- 
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Wan * _A -4 ——. ownership decidsdlK prefo*- 

nis Made* ids | Bra*ala Camera flsastastag mamma f \ 

fw Asmflkt 4s««los(aa «ad orarytkiaa aMMsary tae maktac for* / V \ \ »/ / V / \\ Far yon eon choose any- 

sm stdarsn (fe»JfcS3a»l wbara between IlMO and 

GMnpIrte OnlyJA. a «*«* 

Deal let th*a* tee dare paae wtttMl (US(| aw (daturas. 

COMPARE USS KODAKS. nBM AXD K OD AK M* 

t. t. reyburn Barrett Hardware Co. 

fill* aad Charade*. TwaaKemOMM * Wfc ** VVV * ^ 





r^ 

; 





Fic. 133. Fic. 134. 

Fig. 133. The heading and first paragraph of this ad are excellent—the 
reader does not have to wonder how much more is needed to take a picture and 
he has no doubt as to the qualifications necessary to picture-taking. A good 
model for a camera ad. 

Fig. 134. Note the directness of the heading and how the separate words. 
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are given emphasis by the underlining. The superiority of the wheel is inferred 
rather than driven in by force of argument. This is a most effective layout. 


Fig. 135. In the first paragraph of this copy, two distinct reasons are 
given for buying a motor cycle. In the second paragraph, prestige is made use 
of very effectively. Logical all the way through. 


Fig. 136. The cut arrangement here is very attractive. The featuring of 
the game-law .card is good and no doubt brought a goodly number of seasoned 
sportsmen as well as novices to the store. 



YALE 

The Motorcycle 
pf the Hour 


fa that* boty old times, m 
epeedieet and moat economical meant 0 # tnmqar- 
tatioa, and the 1912 Yak motorcycle Maada for 
all that. No road ia too loaf or hill too Heap, tad 
plweyt a comfortable, axtularatint, enjoyable rid*. 

The remarkable achimaott or the Yak 
Wat year, winaJng mrj endurance come* md 
reliebmty run of aay consequence ia tha United 
Stftaa, ara a tnattar df Uctory. Ia IM 1912 
•nodal aU tha boat faaiuM haaa baao retimed 
and nearly a dooan addad for atfll fiaaiar afid- 
aacy and for tha tidar’a convenience. 

*H«ra ara aoona of the good tWog* JW»ci* 
ively Yak eccentric yoke, new front forks and 
handle bar. Edipee free enfiaa dutch with par- 
hiv* lever control, equipment fully nick led on 
copper, largar 2*-incb tires, ettrs wide caso- 
fander type mud | oar da, heavier fw|t spokes, 
improved grip uontroL. 

Thii 1912 model Yak. 44c p, battery igni¬ 
tion. ready ta ride. S210 With Boach 
magneto. S23S 

Alto 5 tod 7-hip. twin-cyloder patter a if 
preferred. 

■mm- - 


BaYuKawTlM 
6mm LnrtT 

M yen de net knew toe 



Card at One Stare. 

Te fce preperty eevkped 
(eraday In toe fielder 
mewntetn yew ehewM let 
its IM yew eut. We are 
meawtaetwrer’e mease 
tor U.M.O. and Win. 
ekeeler ebeRe - We 
wertTe standard. Wa 
atoa nervy a lerte Una 
at every pspeler nea end 
rMe made. Wm Itoe at 
Iwnttoa eletotop we have 
la Wa torfeet and tow 
eat w r to ed In tekenen. 


Lot Us Show You 


Qaorga Krause 
Hardware Co. 

M SewW daktoSS, 



Base Ball Goods 

Ipg^ 

THE GENUINE 

' Reach Make 

A the largest end mow complete 
IP linn ever on tale in Semaac. 

# 

Fielders’ Gloves 

' .kb ft.Mb P.(«nt ki. l4c. itaia, 
the freer Invention in glove* and 
never rip at bate of ftngnret as 
other makes. 

50c to 02.25 

O 

Catchers • 1st 
| Base Milt 

| with the fernowl Reach patented 
lacing device, laced iknb. 

20c to 12.00 


w Otffdal League Ban 

0L25, others down to 5c 

pi Ban Bals 

h 10c to $1.00 

IpO 1 have whet you went 

^ M. A. Benson. Jg| 


Fig. 135. 


Fig. 136. 


Fig. 137. 


Fig. 137. The attractive cuts are a feature here. The display headings 
•stand out well and the copy makes the important points. Prices are complete, 
which is most essential in a sporting-goods ad. 

Fig. 138. Note the real attractiveness of the illustration, showing the 
article in actual use and in a natural setting. Thinking the cut sufficiently 
suggestive, the writer plunges into the heart of the matter and shows why the 
"Sterling is a distinctive rifle. 

Fig. 139. The newspaper readers saw this ad. when skating time was in full 
swing so that its selling strength was doubled. Nothing induces us to buy so 
quickly as the thought of some enjoyment we are missing through not possessing 
the means of participating in that enjoyment. Those who read the first section 
•of this ad. knew that the next move was up to them. 
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Fig. 140. A more picturesque and at the same time practical illustration 
would be hard to locate. Such an illustration serves a double purpose. It 
not only attracts the eye of the sportsman but also serves to arouse interest in 
hunting on the part of the novice. The cut suggests the delights of the sport 
and by doing this attracts those who might never evince any interest if simply 
hunting paraphernalia were pictured._ 


Now for the Rivei>— 


A Uttla more modem* weather la 00 tfto program and wtth 
tho heaviest Ice In yean mod street can now to tak« you lo ft; 
why not take advantage of our bargain* la akatet and enjoy a 
few boon of the greatest and moat bealth/uioi ad sports. 


T HIS la a fine c«w Us* of air gaaa we 
have Uk«a th* agency for They 
are mighty attractive gun* and have 
srvaraJ distinctive feature*. la the 
first place, they look bk* real rifle*. 
Then vh*y are larger and more sobstaa. 
oal than moil air rifle*, they have a*.* 
osnal force, are eamly operated asd 
don t get out of order We thine tn*yr® 
the beee ever.. Thera arc three pat. 
tere* 


IREN’S 


Fig. 139. 


Protection In 
this automatic 
revolver 


Good Luck- 


on your fishing trip 
depends largely on 

Good Tackle 

We can supply 
you with the 

Best Tackle 

made at right pnees 
Our salesmen arc 
sportsmen themselves 
and will gladly show 
you our goods 
Call and ice Chicago % up-r©. 
date store for spommea 

National 
Sportsman Store 

IWw Im t 

fizzes* 


DOUBLE 
BARREL 6UNS 

Tm BUk P—4. 
No. 100 


UonfTrmsC* 


Shannon 

HASOWASC 

816 Chestnut 


Fig. 141. Here is a natural-looking cut which suggests the day’s sport. 
The copy is hot-weather syle—short and snappy—requiring no effort in reading. 
Notice the point made in regard to the salesmen. 

Fig. 142. The wefvy lines around this burglar signify fear. The heading tells 
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the story at a glance and the text makes us think we ought to have a Savage 
under our pillow ready for any nocturnal visit not down on our book of calls. 

Fig. 143. The scheme of display, illustration and type arrangement here 
is excellent. Opposite each panel is the illustration depicting the sport de¬ 
scribed and a well-worded heading is the key to the whole ad. Prices should 
have been quoted throughout. 



Sommer Sport 

m Summer Sports 


Croquet 

One el rhr most fascinating. scientific end Hrtoretb 
mg games, handed down to us by our great (4 mm) 
grand parents Every home lawn should have this 
game for past tune by the young and old. 

Prices raagc from Tic to 15 00 set. 

Lawn Tennis 

The most health-giving sport for both spaa, young 
and old. Excellent physical uertise Restores ap 
petite, saves doctor biltl butldi up the lean, roducas 
the flesh on corpulent porsdna. We have Wright a 
Dmen s complete line of Tcanit Goods. Prims with* 
m reach of everybody. 



Base Ball 

The greatest of all sports. Pays the higlmt alarm 
fro the tsar players) paid to any date, of lean. 
The cleanest sport of the day We lava a ooaplaa 
line of ball goods ranging from At little boys outfit 
to the National League Players. 



Fishing 

The quiet, restful artful sport, old as the htsfbty of' 
man Never will die ogt or grow Ian Intemttaf, 
but increases every year More oew novelties lo 
Fishing Tackle every year than all othtr sports pul 
together The man or boy who does not like to fob 
never tried fishing with modern tackle where there 
Is fishing. We can supply you with everything for 
stream or leke fishing 

JONES HARDWARE 00. 


Fig. 143. 
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CHAPTER XXXIX 


Tool, Cutlery, and Agricultural Implement 

Advertising 

SAFETY RAZORS, POCKET CUTLERY, TABLE CUTLERY, MECHANICS’ TOOLS, HOUSE¬ 
HOLD TOOLS AND TOOL CABINETS, PLOWS, CULTIVATORS, SEPARATORS, 
SPRAYERS, VEHICLES, ETC. 

T HE cutlery and toilet-article department of the hardware store is an 
important one, including as it does articles of constant and general use. 
To intelligently plan the advertising for this department it should 
be considered as made up of the following divisions, each really demanding a 
more or less different treatment: pocket knives, shears and scissors; razors, 
safety razors and accessories; kitchen cutlery; carving sets; silverware and 
toilet goods. 

DIVISION TREATMENT MOST EFFECTIVE 

The line may be advertised as a whole, but the most effective manner is 
the division treatment. Kitchen cutlery and silverware are both in the same 
category as far as usefulness is concerned, but the two would not make a pleas¬ 
ing combination in one ad. 

The wide and increasing popularity. of the safety razor demands that 
a good share of publicity be devoted to'this article. The points in favor of 
the safety razor are so many that the merchant should experience no difficulty 
in preparing forceful ads. Safety razor ads should also list accessories. 

COMPETING WITH THE JEWELER 

In featuring silverware the tone of the ad must be distinctive. It should 
suggest quality above all else. Only in this manner can trade be switched 
from the jeweler. 

Tool advertising should make two distinct appeais—to the mechanic 
and to the home user. The latter appeal is being carried to great length by 
some of the tool manufacturers, and the hardware dealer should profit by 
this good judgment. 


TWO APPEALS IN TOOL ADVERTISING 

Tool publicity directed to the man of the house should emphasize the 
pleasure and recreation to be had in personally building articles of furniture 
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presentation is also calculated to make the strongest appeal to mechanics, 
for they have already a full assortment and desire more to replace their 
unsatisfactory tools with new ones. Or when they are considering an addi¬ 
tion to their equipment, they are more certain to remember tools that have 
been presented to them singly. 

In these days of progressive farming, the farm-equipment end of the hard¬ 
ware dealer’s business must be given the most thorough attention. The 
farmer judges the worth of equipment largely 
from advertisements in his farm paper and 
the follow-up in his local newspaper. 

The newspaper has the advantage, inas¬ 
much as it arouses interest that can be quickly 
developed further by an inspection of the 
goods. Implement ads should point out ad¬ 
vantages in the way of time and labor saving 
and efficiency of work performed. Modem 
agricultural implements are marvels of me¬ 
chanical construction and effect such econ¬ 
omies in the conduct of the farm that there 
is every opportunity to gain the farmer’s 
attention and interest. 

IMPLEMENT ADS MUST BE COMPLETE 

The main point for the dealer to bear in 
min d when featuring implements is to be com¬ 
plete. You are dealing with a class of people 
who have definite ideas of what they want 
and it is your part to convince them that you 
can meet their needs exactly. The most force¬ 
ful line of copy is a combination description 
and suggestion. This style of presentation 
not only affords the farmer a working idea 
of the physical characteristics of the imple¬ 
ment, but suggests the most satisfactory way 
of using it. 

The ads reproduced in this chapter to¬ 
gether with the comments made upon them 
will furnish the hardware man many valu¬ 
able leads in featuring tools, cutlery and agri¬ 
cultural implements. 

Fig. 144. For a mere price announcement this ad does very well. While 
it is readable enough, the heading should have been placed on two lines and the 
prices all in two columns. 
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Fig. 145. Here is a well-written ad on a special article and one that should 
have interested those to whom it was directed. By effective use of white space, 
a clean and readable display effect has been secured. 

Fig. 146. The original arrangement of cuts here causes the ad to stand 
out boldly. The copy, however, is where the real strength of the ad is shown. 
It has a style all its own. It runs on in sort of a rambling fashion, yet clinches 
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5 IF IT'S A BUGGY OR A SURREY 
J THAT YOU WANT. WHY NOT BUY 

IA Parry Vehicle 


mm 

WWi 


1 


They combine etyle and comfort to 
remarkable degree 

The quality 4 high and prices are right 
for the buyer 

The experience of over a quarter of a 
century go into the nuking of every vehicle 
turned out (mm the Parry Plant 


Nothing but the best 
quality Indiana hickory is 
used in the wheels, gears and 
Shafts of this popular line of I 



Low Priced 
Vehicles 



Parry Buggies 
Arc For 

Particular People 


If we don t have iust the style of vehicle 
on hand lhat you desire, our copy of the Parry 
catalogue will enable you to select it 

Over 150 different models arc shown for 



Their system ol prompt shipments will 
insure an early delivery 
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Fig. 146. 


The largest carnage factory m the world stands back of 
these goods with a binding guarantee for on^ year from date 
of purchase against any defect m material or construction 

Stolte, Dangel & Foss Co. 

Rcedsburg. Wis. 

The Official Parry Representation at Reedsburg g 

Fic. 147. 


the interest and makes some strong selling points. Note in the first portion 
how the copy introduces five different makes of safety razors. 


Fig. 147. A page from a store paper. Note the placing of the cuts in a 
diagonal line and how prominent they are on the page. In a store paper, it is 
just as important to have forceful ads as it is to have interesting matter. The 
copy in this ad is straight talk and carries a most convincing tone. 
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Fig. 148. The position of the four knives commands attention at once. 
The prominence of the trademark is a desirable plan, for if the purchaser is 
satisfied he will be apt to take pains to remember the identifying mark when he 
desires another knife. The opening paragraph creates confidence. Fifteen 


"TreeM" 

Mery 

FW 15 ymm «• 
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Fig. 148. 


Don’t Blame the Wood Pile 


Cct u Adis* fan cutting. ni) 
running taw. Atkin* 11*1 *r* 

different from the ordinary kiad. 
The blade* taper gradually from tbt 
teeth to the bark edge, which keep* 



khea they are mad* of 
r the fiocat quality aitrer Heel, tern 
pered to p refection. and every one 
guaranteed 

Athian wood MM Of hock now*. 78 c and II 
Acktoa oat-ana nm 81 JO a 8125 
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Bargains in Handled Axes 

Indian Ridge 
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•as 

Red Ridge 

A**jhtr high-ovality long-hit uc. mh patters 
ftttd with ao c ood growth hickory, octogao 
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Invincible 

Wade of forged tool (tool with aoUetod ruracd 
haodlt. ataorttd wtighta Sro 4tt povoda. A 
good dollar value ot 75c 



years should be a good test of cutlery. The ad needs only a mentioning of 
prices to complete it. 


Fig. 149. A well-written and carefully displayed ad. Note how the dis¬ 
plays stand out by the use of the “hanging indention,” or in simpler terms by 




I Kttivaa, Outohmr Knhrmm, Canting anti 
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Fig. 15a 


Fig. 151. 


setting the copy to a narrower measure than the display line. The text is crisp, 
although detailed. 


Fig. 150. A ready-made ad of striking design. The copy is in no-wise 
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weak, and the guarantee, though briefly stated, inspires a feeling of perfect 
confidence. The local firm name is neatly filled in. 

Fig. 151. This is a good display ad, but the copy is treated in a very general 



Fic. 15*. 


Wouldn't Yoa Balk? 

Mr. Hu, tab a kook at these two 
pfcturu If your wife bought a com¬ 
mon “buck* bewr anus np«»«faif 
with a whirligig in it Kke (Hat shown 
on tho right—and yoa had to wash it— 
you'd balk at sight Yon know you 
would You would not have tune of 
patisnea for so much neadlaaa digging 
out and wiping of wfags, fefcspa and 
eoraara Don's ask tha wife to do it- 
M’a just as tedious for bar AU 
"bockst bowl" separator* art about 
equally complicated 

LET THEM ALONE 

If any body offers you a common 
"bucket bowl” asparater. 1 st italoon 
Say to them - "iVe no tuna forit Too 
complteated-too heavy-too hard to 

wash - too easy torust - to easy knocked 

out of shape." Avoid trouble by avoid C ftMIMMI 
mg complicated '‘bucket bowl" mbs- 
tutors ofaJI sorts Get VShupSm COMM- 

IMB 

it to yen. inside and out any time. 


North Side Nmrdwart Qampm ay. 

Fic. 153 


way. On so prominent a brand of cutlery, something more forceful could have 
easily been written. Also, there should have been some prices quoted. 


English 
Cutlery 
Made in 
America 


England can still beat ns in 
soma things. 


Tha making of flno cntlsry has 
always bean 00a of thorn. 


So when tbo H. A E people 
deeidod to mako tha bast pocket 
cutlery prodacod la A m e ri c a 

They not only Imported the 
beet cutlery bar steel to bo found 
la Sheffield— 


But they also brought over a 
full force of English workmen; 

Men skilled in tbo making of 
hand*forgod blades; 

With a knowledge of accurate 
Uftmerinff. ffrindinw. polithfag 
and asMobliflgof tie parts. 

That’s why it's possible for un 
to sell this one English cntlsry 
at Amsrtean mads priest 


BARRETT HARDWARE GO. 


Fic. 154. 


VULCAN <30- PLOWS 



Try The Vulcan 



LOIS 11 HI ft 

HUhaBUch VkfaWt.Mbt. 


Fic. 155. 


Fig. 152. So neatly are the cuts placed in this ad that they could have 
been made to form the actual border. The copy does not go into detail, but 
rather calls attention to the window display. 
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Fig. 153. Here is an ad that can be studied with profit. It possesses the 
important qualities of human interest, selling power, terseness all combined 
with a most readable display and compelling illustration. Strength is added 
to the copy through its depiction of the labor involved in cleaning the kind 
of separator shown on the right-hand side. The writer has played up his 
main feature strong. 


McCORMICK and DURING CORN HARVESTER 


Well known to every farmer to be the best Corn Har¬ 
vesters on the market for saving all kinds of row crop. 
It matters not how high or heavy. It will harvest your 
crop when it Is too low for any other Corn Harvester to 
handle. When your crop is short you have need to save 
it all We also have a large stock of repairs for both ma¬ 
chines. so that you will not have to lose time for want of 
repairs when you need them. 


There is many advantages In having a well known 
standard machine which will always have a good repu¬ 
tation. It matters not where you are. or where you may 
go. you will always find the well known and reliable Mc¬ 
Cormick and Deerlng Binders. 

Come and let us show you these machines and give 
us your order so you will be sure to get a machine when 
you are ready for It. 

Thompson Hardware Co. 


Fig. 157. 
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Fig. 156. 



Fig. 154. Carefully read this ad. Note how easily and logically you are 
carried to the climax. It is the sort of an ad that convinces and leaves a strong 
impression on the reader’s mind. The method of manufacture rather than an 
exposition of details gives the selling power to this ad. 

Fig. 155. The layout here is readable, the illustration of sufficient size 
to give an idea of the sort of plow being featured, and the copy enters into 
constructional details. Special uses for the plow might have been mentioned 
with the description. The type used for the firm signature is rather thin: 
a wider type would be better even if the signature occupied two lines. 
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Fig. 156. The illustration of the knife is excellent and stands out boldly 
in the ad. The special price on the pocket-knife induces the reader to come into 
the store where he may inspect the other values mentioned. 


Myers* Outfits for 
Spraying Orchards 


It is important when you buy a spraying outfit 
that you buy the best, as a spray pump must b« 
properly made to stand the action of the spray 
log solutions. In offeriog the Myers Spray 
outfits we offer wbat we consider the BEST 
spraying outfits made. Come in and let us show 
you how they work and why we consider them 
to be the best. 
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ROMAINE HARDWARE CO. 


IM Baja St.. HtcMessck. N. I. Telephone 408-1 


Fic. 159. 


Fig. 158. Here is a first-class spray- 
pump ad. It is detailed and compre¬ 
hensive. The heading states clearly the 
subject of the ad, while the opening talk 
brings out a vital reason for buying the 
best in spray pumps. The four styles 
of pumps are admirably handled: the 
illustrations are clean and distinct and 
the text matter accompanying very 
thoroughly goes into the merits of each 
style, making it easy for the farmer to 
judge what style would be best adapted 
to his use. 

Fig. 159. A neat little ad on planes. 
The cut stands out well and the copy is 
a logical sequence of selling thought. 
The type used for the body is rather too 
heavy to be read easily. A light-faced 
Roman would be better. 
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CHAPTER XL 


Paint, Oil and Varnish Advertising 

HOUSE AND BARN PAINTS, INTERIOR FINISHES, ENAMELS, FLOOR OILS, POLISHES 

FURNITURE, REFINISHERS, ETC. 

I N advertising his paint department, the hardware dealer has every chance 
for creative work. 

APPEARANCE DETERMINES VALUE 

Paint is a mighty important influence in real estate values. Appearance, 
other things being equal, is the determining factor in real estate appraisal. 
The argument in paint advertising should be based primarily on this point. 
Protection is a strong secondary argument calculated to reach the home 
owner. Following these basic arguments, descriptive points should be touched 
upon such as the lasting qualities of the paint, permanency of color, wide assort¬ 
ment, etc. 

OFFSETTING HIGHER PRICES 

In featuring the higher-priced paints it is necessary to make use of the 
economy argument—economy of application, as the better paint goes further, 
and economy of labor, as fewer coats are necessary. Such an argument well 
presented goes a long way toward offsetting a higher price charged for quality. 

FOLLOWING THE LEAD OF THE MANUFACTURER 
In advertising varnish, the hardware man can do no better than to follow 
in the lead of the manufacturers. Their ads feature uses for the varnish as much 
as the varnish itself. A good plan for a long series of effective varnish ads 
would be to take each article suggested for varnishing and feature it separately, 
showing just how the varnish effects an improvement. 

The paint, oil, and varnish department of the modem hardware store 
has so many ramifications that it is a difficult matter to lay down any general 
rule for handling the advertising of the department. The nearest approach 
to an advertising axiom for this department is that paint, oil and varnish ads 
should be first suggestive as to uses and methods of application and second, 
pertinently descriptive of the article itself. In this way, the reader is first 
attracted, then convinced, which is the natural order of selling. 

The ads reproduced in this chapter together with the individual comments 
are illustrative of practically all of the principal arguments that the dealer may 
profitably use. 
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Fig. 160. This ad does not attract at first glance, principally because a| 
the great amount of display type used. Light-face type is needed to provide a 
contrast. The treatment of the text in this ad is rather too general. The top 
illustration has no particular value and could be omitted. 



A Strictly Pure 
Linseed Oil Paint 


TRY 

IT 


Wear 

Proof 
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USE 

IT 
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Fig. 160. 



To Keep Your Floors Beautiful 



JFVee Samples and Litera¬ 
ture at our store 
Voe will And the possibilities 
of those poods shown in oer 
window. 


BISMARCK HARDWARE CO 

Fig. 161. 


Fig. 161. This is a ready-made ad, so arranged and filled in that it has all 
the appearance of a local effort. The top cut very attractively shows the article 
in use. The talk is well worded and should create a desire for the preparations. 
The offer of free samples still further strengthens the ad. Also the terse refer¬ 
ence to the window display. An ad to pattern after. 


Fig. 162. Here is a very neatly arranged ad. It is not the easiest thing 
in the world to get action in a point illustration, but this cut does it. The 
copy is rather brief, but some good points are made. Altogether a good ad. 



IAINTING SEASON IS HERE! 
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Fig. 163. As an announcement of a demonstration this ad does very well. 
It is well arranged, typographically speaking, and the text matter has a good 
share of human interest. The ad arouses a desire on the part of the reader to 
witness how the work is accomplished. 
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HARDWARE ADVERTISING* FOR THE RETAILER 


Fig. 164. The tone of this text is frank, sincere and open. While some 
technical points might have been introduced, it is well for the dealer to keep in 
mind that the average buyer of ready-mixed paints is not schooled in the art 
of dissecting paint formulas. Straight quality talk is more apt to win him over. 



PAINT—FAINT -PA I NT 
C HOUSE PAINT 
BAIN PAINT 


PAINT —fl 
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Vernicol Stain 
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Fig. 165. 


Fig. 164. 


Fig. 165. Showing the strength of a well-drawn design. The cut is sug¬ 
gestive and leads the reader easily into the text. With a few brief sentences 
the writer tells how furniture is made new with slight labor of application. The 
color card suggestion is a good one. 


Fig. 166. The heading of this ad suggests the subject at once. Note that 
creative talk is run first, followed by a description of the floor finishes. The 
reasons advanced for natural-wood floors are convincing and the liquid granite 
is well described. 
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Fig. 166. 


Fig. 167. 


Fig. 167. Here is a first-class spring brightening-up ad. The cut creates 
a desire in itself to brighten up the home furniture and fixtures. The talk em¬ 
phasizes the transforming power of the finishes, the ease of application and the 
complete stock carried. 


Digitized by Tooele 































PAINT, OIL AND VARNISH ADVERTISING 


169 


Fig. 168. Here is a well-written, ready-made paint ad, properly filled in 
with the local dealer’s name and address. The simile made in the first portion 
of the copy is well taken. The wearing quality of paint should be emphasized 
strongly and the false economy of using cheap paint and renewing it often 
demonstrated. 


Where Paint 
Value Counts 

'T'HE difference between good 
paint and cheap paint is the dif- 
Jrrencc between a ton ol clothes made by 
a crack tailor and one made by a bungler. 

The cheap tun look* all right lot a 
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Want help to aelect colon tor your house? 

W« con giv© fc 

Oir color cards, "Attractive Home* aud How 
to Make Them,** and Color Combinations are free 
and tell all about It 

II desired, we will submit your needs to an expert 
who will Suggest colon This coals you. do hing, 
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LOWE BROTHERS 
"HIGH STANDARD" TAINT 

COLE’S HARDW’E CO. 


Fig. 169. 


Fig. 169. Here is an ad that will gain attention at once. The fine draw¬ 
ing of the house, the space setting it out and the neat border arrangement, make 
a winning combination. Note how the light-faced body type contrasts with the 
black of the cut and border. 
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